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ABSTRACT
•'EXPRESSIONS OF EMOTION"
IN SERVICE ENCOUNTERS
SECKIN UNGAN 
M.B.A. in MANAGEMENT 
Supervisor: Assist.Prof. GULIZ GER 
February 1989, 115 Pages
This study examines the relationship between the 
"expressions of emotion" and the satisfaction with the 
service encounter. The empirical proxy for "expressions of 
emotion" is the nature of the encounter in bars as a 
psychological phenomenon. Predicted relationship is 
investigated by comparing the ratings of perceived emotions 
of bar customers and servers based on semantic differential 
format, and by exploring open-ended data qualitatively. The 
results suggest that the expressions of emotions by servers 
and emotional atmosphere of bars affect the satisfaction of 
customers with the encounter.
Key words: expressions of emotion, satisfaction with the
service encounter
I V
ÖZET
SERVİSTE HİSLERİN 
İFADE EDİLMESİNİN ÖNEMİ
seçkin UNGAN
Yüksek Lisans Tezi, İşletme Enstitüsü 
Tez Yöneticisi: Dr. GULIZ GER 
Şubat 1989, 115 Sayfa
Bu çalışmada, servisten duyulan tatmin ile servis 
süresindeki hislerin ifadesi arasındaki ilişki, hem teorik 
hem de barların psikolojik ortamından yararlanılarak 
deneysel olarak incelenmiştir, öngörülen ilişki, her iki 
barda hizmet eden ve edilenlerin algıladıkları duyguların 
anlamsal farklılıklara dayanılarak karşılaştırılması, ve 
verilerin niceliksel analizi ile araştırılmıştır. Elde 
edilen sonuçlar hizmet edenlerin duygularını ifade etmesi 
ve barların atmosferinin, servisten duyulan tatmini 
etkilediğini ortaya çıkarmaktadır.
Anahtar kelimeler: hislerin ifadesi, servisten duyulan
tatmin
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1. INTRODUCTION
1.1. INTRODUCTION TO THE PROBLEM
Service industries lag behind manufacturing firms in 
adopting and using marketing concepts. As Bate.son (1977, 
p.14) stated "The service marketing literature generally 
has been concerned with listing the differences between 
services and products. There has been little attempt to 
point out the implications for marketers in service
companies and even less of an attempt to propose new 
concepts or approaches." Today, as competition intensifies, 
as cost rises, as productivity stagnates and as service 
quality deteriorates. a strong interest in service 
marketing is emerging. One of the consequences of the 
recent interest is the recognition of the importance of the 
person to person encounters to the overall marketing 
effort.
This study examines one aspect of the service 
encounter: the importance and consequences of the emotions 
expressed during the person-to-person encounters. Thus, 
whether the "emotions expressed and experienced during 
service encounters" are important determinants of success 
of the overall marketing effort is the question of 
interest. If the results of this study lead us to answer in 
the affirmative, this study and future research will
provide guidance to service firms on how to amplify the 
positive marketing role played by their employees.
1.2. IMPORTANCE OF THE STUDY
While it is believed that expression of emotions in 
service encounters is important, very little empirical 
evidence has yet been presented.
There is a consensus among service providers that 
"good, satisfactory service" is something that their 
customers want but there is a little consensus about what 
"good, satisfactory service" means. Therefore, it is 
critical to know what customers expect from the service in 
order to find out the components of good service. The 
nature of the service encounter is often recognized to be a 
critical determinant of the satisfaction with the service. 
Investigations of the nature of the encounter suggest that 
"style of performing" is often as important as "what" you 
perform (Silpakit and Fisk, 1985), Thus, the ability of 
server to be cognizant of customer expectations and 
fulfillment of customers' interpersonal communicational 
needs, through expression of emotions, during the 
encounter, is predicted to play an important role in 
satisfaction of customers with the service, in addition to 
the more tangible aspects of the service.
This study attempts to assess the relationship between 
overall satisfaction and expressed emotions in the 
encounter with empirical evidence.
1.3. OBJECTIVES OF THE STUDY AND METHODOLOGY
The objectives of this study are two-fold. The first 
objective is to assess emotions expressed and perceived by 
servers and customers in service encounters. The second 
objective is to show the relationship between the overall 
satisfaction and expressed emotions by servers and by 
customers. Predicted relationship between expressed 
emotions and service satisfaction leads to the 
investigation of following independent variables; emotions 
felt by customers, perceptions of customers with respect to 
emotions expressed by servers, emotions felt by servers, 
perceptions of servers with respect to emotions expressed 
Ly customers, perceptions of customers and servers with 
respect to physical and emotional atmosphere in bars, 
evaluation of perceived emotionality expressed by servers 
and evaluation of perceived physical and emotional 
atmosphere of bars by customers.
Two bars are selected as illustrative samples of one 
kind of service. The parties involved are managers, service 
providers and customers. Primary data is collected by using 
observations, interviews and questionnaires. Questionnaires 
are designed to investigate perceptions of the emotions
expressed by the customers and servers, and attitudes of 
customers toward the servers and the bars. Furthermore, 
prior experience, recommendations and some demographic data 
are assessed. In addition. in-depth interviews are 
conducted with managers.
The factor structure of independent variables related 
to customers' perceptions are examined to determine the 
dimensions of emotions in encounters. Customers' 
perceptions of the two bars are compared and attitudes are 
determined by using Fishbein's Multi Attribute Model. In 
addition, the effects of sex differences in the perceptions 
of expressed emotions are analyzed. Finally, both the 
ratings of emotions and open-ended responses are examined 
exploratively to gain more insight to the problem.
1.4. OUTLINE OF THE THESIS
Chapter 2 reviews relevant theoretical literature. In 
this chapter, emotions, service encounters, the theories 
offered to improve the quality of services and especially 
the role of the expressed emotions among those are 
reviewed. Chapter 3 discusses the methodology used, 
describes sample selection procedures, studies and states 
assumptions. Chapter 4 reports the empirical results, and 
Chapter 5 states limitations, summarizes and concludes the 
study.
2. SURVEY OF LITERATURE
2.1. INTRODUCTION
The need for personal interaction between a consumer 
and a service provider is a major distinguishing 
characteristic of many service businesses. In fact, the 
success of a service mainly rests on the nature and quality 
of the subjective experience. Thus, the service encounter, 
in itself, is often a critical factor in the satisfactory 
delivery of the offering and can serve as a method of 
differentiation for service providers. The recognized 
complexity of service encounters necessitates better 
understanding of factors that affect quality of service 
encounters. Although the impact of emotions on consumption 
experience and specifically on service encounters is 
recognized, it is still a neglected subject. This chapter 
reviews the theory and evidence regarding service 
encounters, emotions and expressions of emotion in service 
encounters.
2.2. SERVICES
Service firms typically lag behind manufacturing firms 
in their use of marketing since they thought marketing as a 
waste of money and found it irrelevant. However a decline 
in manufacturing industries and a shift towards employment
in service sector is observed. As a consequence of this 
trend, and mainly due to the intensive competition, a 
strong interest in services marketing is recently emerging. 
The present review of services focuses on differences 
between goods and services marketing. the factors that 
affect service encounters, and outcomes of service 
encounters emphasizing points related to the hypotheses of 
this study.
2.2.1. Goods Versus Services Marketing
Rushton and Carson (1985) identify three views 
concerning the applicability of the general marketing 
fundamentals to services. One view argues that a different 
management approach is necessary, first, due to the generic 
differences between service products and goods, and second, 
due to the differences in the management environment or 
content. The second view suggests that most of marketing is 
situation—specific and determined by characteristics of 
P^^ticular industry. The third view suggests that service 
marketing is not a distinctive issue. The conceptual 
framework may best be described using Figure 1.
Scholars (Rushton and Carson 1985: Czepiel et al. 
1985) generally accept the fact that goods and services are 
different (Table 1). Of all the characteristics in services 
marketing, intangibility is the single most important 
characteristic of a service. In a variety of studies the
FIGURE 1. SERVICES MARKETING IN CONTEXT
SITUATION SPECIFIC ^LARKETING
Note: Adapted from K .J.Blois, 1974. "The marketing of Services; An 
approach", European Journal of Marketing 8: 137-149
TABLE 1. COMPARISON OF GOODS AND SERVICES
Goods Services
Intangibility: Physically
tangible
Heterogeneity: usually standard
Perishability: can be stored
Inseparability of 
production and
consumption: Inseparable
physically, mentally
1ntangible
variations in
performance
can not be produced &
stored to net demand
consumed whilst it is 
being performed.
significance of intangibility for service marketer is 
investigated (Rafaeli and Sutton 1987; Havlena and Holbrook 
1986; Blackman 1985; Klein and Lewis 1985; MoIdenhauer 
1985; Rushton and Carson 1985) . The evaluation of a service 
that is usually intangible, is difficult for a customer, 
therefore marketing efforts have been directed toward 
making the intangible. tangible by providing tangible 
surrogate features. Since human element is one of the 
principal intangibles in services, expressions of emotion 
during interactions gain importance and function as 
tangible surrogates.
Recognition of the role of emotions in interactions 
leads us to further investigating services with respect to 
critical factors in order to identify strategies for better 
management.
2.2.2. Interactive Nature of the Service Encounters
Service encounters are not random acts, on the 
contrary they follow a common outline and possess features 
that distinguish them from other human interchanges. 
Czepiel et al. (1985) summarize those characteristics as;
i- service encounters are purposeful
ii- service providers are not altruistic, they provide 
a specified service as part of a job for which they are 
paid
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iii- prior acquaintance is not required
iv- service encounters are limited in scope 
V- customer and server roles are well defined 
vi- a temporary status differential occurs
Klaus (1985) states that service encounters are 
complex configurations of physical, behavioral, 
psychological and other variables through which service 
quality must be managed (Figure 2). There are procedural 
elements in the configuration such as task related, 
instrumental behaviors that are set by the organization. 
The task performed in the service encounter and
psychological needs of the participants are the content 
elements of the service encounter configuration. Through 
the perceptual and cognitive processes the procedural and 
contextual elements are transformed into subjective
experiences and behaviors. The servers and customers are 
surrounded by a set of external factors such as 
organizational, cultural, and social factors which affect 
the customer, server and therefore the nature and outcome 
of the service encounter. While the motivation of the 
employees depends heavily on the philosophy and style of 
management toward its work force, social forces such as 
reference groups, family and social roles also affect the 
values and attitudes of customers and servers.
FIGURE 2. THE INTERACTION FRAMEWORK OF SERVICES
Organizational
Environment
Social and Cultuial 
Environment
Note: Adapted from P.G.Klaus, 1985. "Quality Epiphenomenon” 
in The Service Encounter, Lexington Books, p p . 17-32.
In addition to the external factors, situational 
context (atmosphere, time and antecedent factors) also 
helps to define service encounter by setting constraints 
and conditions. Physical and social atmospheres have been 
examined emphasizing that the perceived qualities of the 
atmosphere affect the customer's information and affective 
state by creating attention and massage about the service 
(Silpakit and Fisk 1985; Klaus 1985; Rushton and Carson 
1983; Kotler 1973). Research on time and temporal factors 
suggests that since time as it is perceived by consumer is 
a psychological phenomena, "waiting time" which is a 
tangible clue can be reduced and the image of "good 
service" can be created (Maister 1985; Venkatesan and
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Anderson 1985; Bateson 1985). Antecedent states, on the 
other hand, consist of momentary moods and conditions may 
temporarily influence the outcome of the encounter (Klaus 
1985; Silpakit and Fisk 1985; Gardner 1985).
In sum, the effects of external factors and 
situational context on consumer behavior are widely 
recognized and among the situational factors, time, 
physical and social atmosphere are manageable to a great 
extent by marketers encouraging optimism about the 
potential for inducing moods that will serve specific 
marketing ends.
2.2.3. Consumers and Servers
The recognition of service encounter as the dyadic 
interaction between a customer and a service provider 
emphasizes the importance of both participants to the 
success of service encounters. In fact, server and consumer 
characteristics such as personality traits, self concepts, 
needs, social roles and demographic profiles and 
perceptions about the encounter dictate which behaviors 
comprise a satisfactory interaction and serve to 
differentiate offerings of the same type of service.
Although the understanding of the customer has always 
been the essence, the other side of the dyad is often 
overlooked. In fact all service personnel involved in
11
customer contact are marketers. each server representing 
the organization, defining the product and promoting it 
directly to consumer. Although the service provider is 
typically the very last link in the chain of production and 
is ironically, often the least-valued member of the service 
organization in terms of status and pay, this person is 
invested with enormous responsibility for conveying the 
"personality" of the service offering to the consumer by 
attracting, building and maintaining relationship with 
their customers (Surprenant and Solomon 1985; Berry 1983).
Viewing the service encounter as a subject of human 
behavior allows us to make use of theories that focus on 
interactions. If consumers consider "service encounter" as 
the major factor when choosing among competing services, 
then theories of dyadic interaction such as role theory, 
personal construct theory, and script theory, can provide 
valuable insights and suggest appropriate methods of 
analysis for understanding service.
Role theory approach emphasizes the nature of people 
as social actors who learn behaviors appropriate to the 
positions they occupy in society (Surprenant and Solomon 
1987; Solomon et al. 1985). This is a two dimensional issue 
of intra-role and inter-role congruence. Intra-role 
congruence reflects the degree to which service provider's 
conception of his/her own role is concordant with the 
organization's conception of that role. Inter-role
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congruence is the degree to which server and customer share 
a common definition of service role. The role definitions 
within a service encounter dictate the amount of 
personalization expected. Personalization, in many cases it 
seems to mean a smile, eye contact and a friendly greeting, 
is often cited in literature as an important feature of 
service encounters (Surprenant and Solomon, 1987).
Therefore, based on the role theory it can be 
postulated that the subjective outcome of the service 
encounter depends on role expectations of both parties. 
Thus, the satisfaction with a service encounter is seen as 
a function of the congruence between extent of emotions 
expressed, perceived, and expected by customers and/or 
servers.
Personal constructs, on the other hand, are defined as 
"transparent templates which humans create, synthesize and 
then attempt to fit over certain realities which they face" 
(Klein 1985, pg.108). Although it is very difficult to
determine consumer’s constructs for the intangibility of a 
waiter's service, the "color" of a bar's atmosphere or the 
speed of the service, Klein (1985) notes that a "smile" is 
a tangible clue which is interpreted by the construct "good 
service . Thus, an image is created, the reality of an 
intangible benefit, good service, is predicated from a 
construct interpretation of a tangible clue, smile. If 
expression of emotions is perceived as a salient attribute
13
*’> associated with "good service", then the tangible clues 
that a consumer uses in determination of his own personal 
construct validity should be searched for the specific 
service.
Smith and Houston (1983) propose the use of a script- 
based framework to suggest that consumers will only be 
satisfied with the service when it follows their expected 
script - a simple logical structure of steps that 
characterize the experience. The predictability of a 
service can offer cognitive control to both participants 
increasing perceived control. The researchers address the 
idea of perceived control as a key variable in 
understanding relationship between customer and server 
(Bateson 1985; Langer and Salgert 1977). However Solomon et 
al. (1985) argues that if the experience deviates from the 
service script, the participants expend cognitive effort 
and outcome may be either positive or negative.
Hence, to summarize, role theory, personal construct 
theory, and script theory imply that service providers 
should have good communication skills, verbal and 
nonverbal, to fulfill the needs and expectations of the 
customers and "expressions of emotion" enhance the dyadic 
interaction leading to mutual satisfaction with the
service.
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2.2.4. Outcomes of Service Encounter
The nature of the service encounter has been
recognized to be a critical determinant of satisfaction 
with the service. The outcomes of a service encounter can 
be assessed from three perspectives which are mutually 
reinforcing; the service provider, the customer and the 
organization (Czepiel et al. 1985). Organizations are 
concerned about the result of client evaluations. Managers 
are interested in encounters that yield the organization a 
competitive edge and that encourage employee motivation, 
retention in addition to repeat purchase, behavioral 
compliance, and positive word of mouth communication. 
Customers are interested in first, the actual functional 
service, and second, the manner in which the service is 
provided. It is claimed that the service customer’s 
perceptions of functional service quality can be affected 
by satisfaction with the encounter, but encounter 
satisfaction can not be affected by satisfaction with 
functional service quality. Servers are concerned with 
encounters as they can be rewarding (or costly) financially 
(pay, promotion, and recognition), as well as 
pschologically (social interactions).
The encounter itself mostly defines the quality of 
service, because services are created as they are consumed, 
and the customer is usually involved in production process. 
Thus, it is necessary to research every aspect of the
15
service encounter, including expressions of emotion to 
increase the satisfaction.
2.3. EMOTIONS
The situations, such as service encounters, involving 
interactions with other human beings, are
characteristically more heavily laden with emotion than are 
other situations. Thus, the related literature on emotion 
is reviewed to examine the potential impacts of emotions on 
outcomes of service encounters. Emotion has been defined in 
many different ways. (Tomkins and Izard (1965) define 
"Affect as a major personality subsystem with self­
generating motivational properties". Tomkins (1970) states 
"Affects are sets of muscle, vascular, and grandular 
responses located in the face and also widely distributed 
throughout the body". Brenner (1974) notes "Affect is a 
sensation of pleasure, impleasure, or both, plus the ideas, 
both conscious and unconscious, associated with that 
sensation". According to Hochschild (1979) "emotion is 
bodily cooperation with an image, a thought, a memory - a 
cooperation of which the individual is aware".)
Furthermore, factor-analytic evidence has led most 
psychologists to describe affect as a set of dimensions. 
Since the object of focus of this study is impact of 
expressed emotions on satisfaction and management of
feelings for more satisfactory outcomes, Hochchild's 
definition of emotion is followed.
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Despite many studies concerning emotions, there is 
little research exploring the impact of expressed emotions 
on quality of service encounters. To examine possible 
effects of expressed emotions, the measurement of emotion, 
facial expressions, accounts and management of emotions are 
reviewed, focusing on the points related to the hypotheses 
tested in this study.
2.3.1. Measurement of Emotions
The measurement of emotion is quite difficult. First, 
scholars do not agree about the list of emotions and 
boundaries between types of emotions (Smith and Ellsworth 
1985; Russell 1980; Howarth et al.l981; Schwartz et 
al.l980). Second, emotional behavior is an ongoing process 
rather than steady state. Third, emotions are displayed 
through a complex combination of facial expression, body 
language, spoken words and tone of voice. Therefore, a 
comprehensive method would require to elaborate coding 
schemes for all four of these modes of emotional expression 
(Rafaeli and Sutton 1987).
Most categorical theories present emotions as an 
unstructured collection of distinct entities and thus fail 
to capture intuitions about the similarities and 
differences among emotions. The dimensions of emotions are
17
often difficult to interpret and when they are
interpretable, they vary from study to study.
The dimensions of emotion, which are closely related 
to Osgoods's theory of connative meaning (major components 
of meaning are evaluation, activity, and potency), are 
acknowledged to be pleasure, degree of arousal and
dominance (Russel and Mehrabian, 1980). Furthermore, the
results of Russell's study (1980) emphasizing the 
utilization of cognitive structure in interpreting the 
meaning of verbal and facial expressions, suggest 
categorization of emotion names in the eight groups 
represented by affect terms namely pleasure, excitement, 
arousal, distress, misery, depression, sleepiness and 
contentment. The idea of the utilization of cognitive 
structure in interpreting the meaning of verbal and facial 
expressions is emphasized. Russell's approach is used in 
this study to extend our understanding of how emotions are 
expressed in service encounters. The categorization of 
emotions is expected to provide important information by 
condensing the data into a smaller set of variables.
Facial expressions are claimed to be differentiated 
for the particular emotions, providing accurate information 
about the emotional experience, affecting memory and 
increasing the possibility of recall (Me Cown 1988; Laird 
et al. 1982; Ekman et al. 1972). The implications of these 
studies can be used for improvement of the quality of the
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emotions expressed in service encounters leading encore 
gains for the organizations. Furthermore, Me Cown (1988) 
states that people high in social interests are more 
accurate in their ability to decode facial expressions of 
emotion. The stated finding certainly leads us to think 
that the servers who work at higher quality places might 
have to accept the "expressions of emotion" as a part of 
their work more than the rest. Communication via facial 
expression typically yields three major factors: 
pleasantness, level of activation, and control (Russell 
1980; Russell and Fehr 1987).
In summary, affect is organized in a cognitive 
structure, and the emotional experience can be described in 
terms of dimensions. Due to the diversity of emotional 
experience, there is little consistency among dimensions of 
emotions empirically found. However, categorizing along the 
dimensions proposed may provide important information in 
understanding perceptions of emotion.
2.3.2. "Emotion Work"
The findings of psychological research indicate that 
emotional experiences affect behavior of individuals. There 
are two basic accounts of emotion and feeling: the 
organismic account and the interactive account. Scholars 
supporting organismic view claim that social factors are 
not influential on how emotions are suppressed, but they
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enter in regard to how emotions ai'e stimulated and 
expressed emphasizing the important link with biology and 
the physiological concominants of emotions (Kemper, 1981).
On the other hand, interactive view arcrues that social 
factors affect how emotions are elicited and expressed and 
guide labeling, interpreting and managing emotions. Social 
constructionists claim that the experience of emotion 
involves an interpretation of one's own behavior, and the 
object of an emotion is dependent upon an individual's 
appraisal of the situation (Hunsaker 1983; Averi11 1980; 
Hoschschild 1979). Then, emotions can be controlled to some 
degree. Based on this notion, Hoschschild (1979) defines 
"emotion work" as the act of trying to change the degree or 
quality of an emotion or feeling. There are various 
techniques of emotion work. Cognitive emotion work attempts 
to change images, ideas or thoughts. Research on emotions 
expressed and experienced by individuals emphasizes 
cognitive factors as major determiners of emotion labels 
(Smith and Ellsworth 1985; Russell 1980; Schacter and 
Singer 1962). The results of these studies imply that 
people's emotions are intimately related to their cognitive 
appraisal of their circumstances since the emotional state 
is the end product of cognitive process accompanied with 
the physiological arousal state. Therefore, a significant 
part of a server's job should involve the interpretation of 
the moods of customers, anticipation of the emotional 
responses and modification of emotional responses.
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The second technique of emotion work is bodily - the 
attempt to change somatic or other physical symptoms of 
emotion, and the third is expressive emotion work - trying 
to change expressive gestures in the service of changing 
inner feelings. Related studies (Rafaeli and Sutton 1987; 
Goffman 1961) convey that the consistency between felt 
emotions and expectations about emotional display is 
necessary for the well being of individuals and mutual 
satisfaction. Even those who can manage outer impressions 
might not be able to manage inner feelings. Hoschschild 
(1979) states that the exchange process has, in turn, two 
aspects, it is the exchange of display acts, that is 
surface acting - and also an exchange of emotion work - 
that is deep acting. Since the deep gestures of exchange 
are bought and sold as an aspect of labor power especially 
in service encounters, the feelings are commoditized, so 
they should be considered as an important part of the 
"product offered to the customer".
In sum, the relationship between expressed emotion and 
organizational outcomes may be affected by the emotion 
work. In service encounters, participants should play their 
role in such a way so that they can manage outer 
impressions as well as inner feelings for mutual 
sat isf action.
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2.4. EXPRESSION OF EMOTION
The important role played hy emotions in the general 
consumption experience and especially in service encounters 
has been underinvestigated. Holbrook (1986) claims that 
viewing consumption as a series of rational decisions based 
on information processing and disregarding the role of 
emotion is too narrow. His C-E-V (consciousness, emotion 
and value) model provides an expanded view, and reveals 
emotion as a key linking pin that holds together the 
consumption experience and its dynamic structure. 
Holbrook's model is supported by Simon's study (1967) 
proposing a theory of the relation of motivation and 
emotional behavior to man's information processing 
behavior, to show that thinking will take place in 
"intimate association with emotions and feelings".
The importance of emotions in consumption experience 
and the significant role played by "expressions of emotion" 
in service encounters emphasize the urgency of the research 
on this subject. Moreover "expression of emotions" in 
service encounters can be used as a tool to increase the 
mutual satisfaction of both parties and therefore the 
quality of the service.
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2.4.1. Expressions of Emotion as a part of Work Role
Expressions of emotion, such as similing and display 
of friendliness are expected to be a part of the work role 
of the employees. By manipulating emotional expressions, 
they promote their own interest and interests of consumer 
and the organization they work for.
Rafaeli and Sutton (1987) propose a conceptual 
framework to show the sources of role expectations about 
emotional expressions. The framework is presented in Figure 
J. They state two sources of role expectations that create 
emotions expressed in organizational life; the 
organizational context (recruitment and selection, 
socialization, rewards, and punishment) and emotional 
transactions (sequence of communications between consumer 
and server).
The attributes of the expressed emotions are central 
to the framework. For emotional well being, a match between 
felt emotions and expectations about emotional display is 
required. Rafaeli and Sutton (1987) state that emotional 
harmony occurs when expressed feelings match well with 
experienced emotions, and internalized feeling rules. 
Emotional dissonance occurs when expressed emotions satisfy 
feeling rules but clash with inner feelings causing person- 
role conflict which is a threat to employee well being. On 
the other hand, emotional deviance occurs when expressed
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FIGURE 3. EXPRESSION OF EMOTION AS PART OF THE WORK ROLE: 
A CONCEPTUAL FRAMEWORK.
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"Expression of Emotions as Part of the Work Role" Academy 
of Management Review, 12(1), pp.23-27.
emotions clash with local norms, and when members of the
organization express inner feelings and disregard feeling 
rules. In the present study, the sources of role 
expectations are questioned and emotional well being of the 
servers are examined by self reports of servers' feelings 
and customers' perceptions related to fake emotional 
expression of servers.
Finally, the outcomes of the expressed emotions by 
organizational members may have a positive or negative 
influence on performance, Rafaeli and Sutton (1987) state 
that emotion work can bring about immediate, encore and
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contagion gains (or losses) for the organization. Emotions 
expressed such as "friendly, smiling, enthusiastic face" 
can have an immediate impact by enhancing the consumption. 
Furthermore, emotion work may cause the repeat encounters 
by the same person or stimulate word of mouth. In addition 
to the organizational gains, individually salient outcomes 
in the form of financial, mental and psychological well 
being should not be overlooked (Zajonc, 1985).
2.4.2. Classification of Services
Acknowledgement of emotion expressions as a part of 
work role necessitates research to determine effects of 
emotional expression on outcomes of service encounters. 
However, the diversity of the service sector, due to the 
differences in content of customer and server roles, 
perceptions. characteristics, and production realities 
suggests classification of services in order to gain a 
competitive edge employing different marketing strategies 
(Lovelock, 1983). However, there is no scheme found in 
literature for classifying services according to the 
emotions expressed in the encounters.
A scheme is proposed here to classify services with 
respect to emotions expressed in service encounters (Figure 
4). The first dimension is the degree of emotion expression 
required during the interaction and the second is how much 
judgment servers are able to exercise in defining the
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nature of service. This categorization is developed from 
Czepiel et al.’s (1985) suggestions that customer 
perceptions, server characteristics and production 
realities are the factors that differentiate among 
services.
Figure 4. Classification of Service Encounters According
to Degree of Emotional Expression and Discretion 
by the Servers.
Degree of emotional expression
Degree of 
discretion
Hi
Lo
Hi Lo
Health care Education
Beautician Legal S.
Hotels Mail S.
Bars Telephone
Figure 4 implies that expressions of emotion may not 
be very important in some services, but speed, price, 
product and consistency may be perceived to be more 
important. Furthermore, the judgment and discretion of the 
server in dealings with customer is another important 
aspect of the interaction. As the degree of discretion 
servers have increases, the locus of control shifts from 
the customer to the server, which makes some customers 
uncomfortable (Bateson, 1985). However perceived control
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can be significantly different than actual control if 
servers identify needs and expectations of customers by 
employing communication tools. Thus, emotions expressed by 
.servei's may have different levels of importance for the 
services in the four categories.
Hence, it is important to develop ways of analyzing 
services that highlight the characteristics they have in 
common and examine the implications for marketing 
management, A scheme is proposed in the present study for 
classifying services with respect to the degree of emotion 
expressions and degree of discretion required. Determining 
the appropriate strategy requires exploration of nature of 
service encounters in each category. A service (bars) from 
the category (hotels, bars, restaurants) where there is a 
high degree of emotional expression and low domination by 
servers is selected as the illustrative sample in this 
study. Since the encounter is not dominated by servers, 
that factor can be considered partially eliminated, thus 
providing a less confounded situation for the test of the 
role of emotional expressions,
2.5. SUMMARY
Service encounters are acknowledged to be responsible 
for perceived service quality and customer satisfaction. In 
addition to external factors such as organizational, 
cultural, social and situational factors, dyadic
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interaction between customer and server is an important 
variable that needs to be understood and through which 
service quality must be managed. Due to the nature of 
service encounter, which necessitates personal interaction 
between the customer and the server, service encounters are 
characteristically more heavily laden with emotion than are 
other situations. Therefore, management of emotions, which 
are displayed through a complex configuration of facial 
expression, body language, spoken words and tone of voice, 
is necessary for mutual satisfaction. Despite the 
recognized importance, there is limited theoretical and 
empirical work to provide guidance to service firms on how 
to manage the positive marketing role played by the 
servers.
Since services are more intangible, the product is 
more likely to be a subjective experience and the benefits 
obtained by the customer represent a vital marketing 
strategy to the organization. Thus, the purpose of present 
study is to investigate the relationship between emotional 
expressions and satisfaction and attitudes. Based on the 
theories reviewed, the following hypotheses are proposed:
: If the customers' perceptions of self feelings are 
positive, then the service encounter is more satisfying.
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H2 : The perceptions of customers with respect to the 
emotionality expressed hy servers affect the satisfaction 
of the customers with the encounter.
H3 : The perceptions of customers with respect to the 
emotionality of bars affect the satisfaction of customers 
with the encounter.
In addition to the main hypotheses of the study, the 
following propositions are also explored;
If the servers’ perceptions of self feelings are 
positive, then the service encounter is more satisfying for 
servers.
P2 : The perceptions of servers with respect to the 
emotionality expressed by customers affect the satisfaction 
of servers with the encounter.
P3 : The perceptions of servers with respect to the 
emotionality of bars affect the satisfaction of servers 
with the encounter.
P^: If customers' perceptions of self emotions are not 
different from the servers’ perceptions of customers’ 
emotions, then the service encounter is more satisfying for 
servers and customers.
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If there is a consistency between felt and 
expressed emotions by servers, then the encounter is more 
rewarding foi~ servers and customers.
P5 : If there is a consistency between perceptions of 
servers and customers with respect to emotionality of bars, 
then the service encounter is more satisfying for servers 
and customers.
P-y: If servers and management share common 
understanding of role expectations, then the service 
encounter is more satisfying for servers.
P0 .· Customers' gender influences his/her perceptions 
of servers’ emotions and emotionality of the bar.
The tangible surrogates that can be used to affect 
cognitive conceptúa 1 ization of satisfaction and other major 
determinants such as external factors on success of service 
encounters are beyond the scope of the present study. This 
study addresses the effectiveness of expressed emotion on 
satisfaction with and overall evaluation of service 
encounters.
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3. METHODOLOGY
This is a descriptive and exploratory cross-sectional 
field study designed to assess the role of "expressed 
emotions" in service encounters. In-depth interviews with 
managers, and questionnaires administered face-to-face to 
servers and customers are used as data collection methods. 
The data are analyzed statistically and qualitatively. The 
design of the study involves interrelated decisions on the 
selection of the field site and the sample, the mode of 
data collection, the framing of the questions to be asked, 
and the method of processing data which are detailed in the 
following sections.
3.1. FIELD SITE AND SAMPLE
Hotels, airlines, restaurants and bars are high
contact services, where verbal and nonverbal communications 
are particularly important (Nyquist et al..l985). Hotels 
and airlines are not selected due to the difficulties in 
contacting subjects. Moreover, bars are preferred to 
restaurants, because of the inconvenience of interviewing 
while eating. Although a great deal of noise from other 
uncontrolled variables may confound the interpretation of 
the results, the field study is preferred due to the 
following reasons: exploratory nature of research, low
cost, high speed and availability of more detailed
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information about the selected bars, referred as Bar A and 
B throughout the study.
The subjects are classified in three groups; managers, 
servers, and customers. The number of subjects interviewed 
are as follows: Bar A: 1 manager, 4 servers, 39 customers: 
Bar B: 1 manager, 6 servers, 35 customers. The demographic 
compositions presented in Table 2 indicate that the 
majority of bar customers are less than 30 years old, 
mostly college-educated and male. Furthermore, income level 
of customers, which is predicted using data related to 
their occupations. districts of residence, and number of 
rooms in their residences coupled with implications of 
observational research is found to be above the average.
Table 2 reveals that compared to Bar B customers. Bar 
A customers are younger, and relatively less educated. 
Furthermore, the percentage of female customers in Bar B is 
higher than it is in Bar A. Bar B servers are all male, 
younger and less educated relative to Bar A servers. A 
comparison of customer and server characteristics in terms 
of sex, age, and education reveals that Bar A sample is 
higher on similarity compared to Bar B sample.
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TABLE 2
DEMOGRAPHIC COMPOSITION OF CUSTOMERS AND SERVERS
Customers Servers
Demographics Bar A(%) Bar B(%) Bar A(%) Bar B(%)
Sex Female 29% 36% 25% -
Male 71% 64% 75% 1 0 0%
Age 20-30 99% 78% 75% 100%
30-40 1% 13% 25% -
40-50 - 9% - -
50 and over - - - -
Education GrammarSchool - - - 33%
High School 23% 18% - 34%
Col lege 77% 82% 1 00% 33%
In order to reduce noncoverage error, different type 
of customers are included in the sampling frame by 
conducting the field work twice; once during the week 
(mostly businessmen) and once on the weekend (mostly 
students). The amount of the alcohol intake is not 
considered to be a factor since the data are c o l l e c t e d  
throughout the night (9^^ - 1 2^’^) .
Systematic errors may result from nonresponse error 
(refusals), and from response bias. 5% of Bar A and Q% of 
Bar B customers were unwilling to participate in research. 
To reduce the response bias, subjects who rated
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indiscriminatingly using extreme ends of the scales were 
excluded (13% of Bar A and 17% of Bar B customers). The 
subjects were informed about the conductor of the survey to 
eliminate auspices bias. Suspecting social desirability 
bias in seIf-evaluative responses. test-retest method was 
employed. However consistency between the measures 
suggested a high degree of reliability.
3.2. QUESTIONNAIRE DESIGN AND MODE OF DATA COLLECTION
Personal interviews with managers and questionnaires 
assessing the perceptions and attitudes of customers and 
servers are the methods employed to collect primary data. 
The managers are interviewed in a face-to-face situation. 
The interviews last about half an hour and tape recorded 
for future referral. In-depth interviews are unstructured 
and disguised. The information collected via interviews 
reveals salient attributes of service from the perspective 
of managers.
The customers and servers are asked to fill out a 
self-administered questionnaire (Ap p. A and B) to ensure 
confidentiality and to reduce bias in responses. However, 
they are given the opportunity to seek clarification on 
points of confusion. Disguised questionnaire is a hybrid 
one having both unstructured and structured questions. 
Although there are some differences between the 
questionnaires designed for customers and servers, several
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questions are kept common to evaluate the differences 
between perceptions of subjects. The final version of the 
questionnaire was prepared after a pre-test.
The questionnaires designed for servers and customers 
include open-ended questions covering overall satisfaction 
with bars, suggestions for improving the service and 
sources of difficulties in communicating in addition to 
demographic variables. A word association task is also 
employed using the test words bar, waiter, smile, good 
service, customer, quality, and poor service to assess 
thoughts and attitudes of subjects to provide a qualitative 
projective check on the closed-ended questions and further 
insight.
In addition, the questionnaire designed for customers 
also include open-ended questions assessing prior service 
experience (Ap p. A questions 14 and 15). Due to the limited 
time and nature of service, subjects were reluctant to 
remember previous experiences and a high "no response" rate 
was observed (51 percent of sample A and 34 percent of 
sample B). Furthermore, customers are also asked to state 
their user status and usage rate to determine the degree of 
familiarity with bars and reliability of the responses 
(App. A, questions 2 and 3). The salient attributes for 
customers in selecting a service are determined by using a 
four-point rating scale of intensity ranging from "not at 
all" to "extremely important" (App. A, question 5) in
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addition to open-ended questions (App. A. questions 1 and 
4). In order to investigate the consistency between 
expressed and experienced emotions of servers, customers 
are asked to state whether servers fake certain emotions 
(App. A, question 7). In addition, customers are required 
to identify their own and servers' facial expression.s from 
a comprehensive list of 70 facial expressions (see. 
Appendix A) to check for consistency between the facial 
expressions and perceived emotional ratings.
In both questionnaires, 5-point semantic differential 
scales are employed to identify the attitudes and 
perceptions of both customers and servers concerning their 
own emotions and the emotions of the individuals they 
interact with in bars. The same bipolar adjectives are used 
in both questionnaires to compare perceptions of customers 
to those of servers.
Six key independent variables are involved : 1- self­
perceptions of servers' emotions (App. B, question 5); 2- 
perception of customers with respect to emotions expressed 
by servers (App. A, question 7). The servers' emotion scale 
is developed by using service quality dimensions related to 
personalized aspect of the encounter (Surprenant and 
Solomon. 1987). 3- self-perceptions of customers' emotions
(App. A, question 6 ); 4- perceptions of servers with
respect to emotions expressed by customers (App. B, 
question 6 ). The operationalization of customers' feeling
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scale is based on the multi-item indices of two dimensions 
(pleasure, arousal) of pleasure, arousal and dominance 
dimensions identified by Mehrabian and Russell based on 
Osgood's scales representing connative meaning (Havlena and 
Holbrook, 1986). 5 - customers' perception of
characteristics and emotionality of bars (App. A, question 
9); 6- servers' perception of characteristics and
emotionality of bars (App. A, question 7). Adjectives 
comprising the scales referring to bars are designed to tap 
intangible characteristics (happy, friendly) as well as 
more tangible characteristics (modern, luxurious).
Three dependent variables are: 1- composite attitude
scores of customers toward servers, which are composed of
strength of salient beliefs (Ap p. A, question 7) and
evaluation of each belief (Ap p. A, question 8) as defined 
by Fishbein's model (Wilkie, 1986). 2- composite attitude
scores of customers toward bars, which are composed of 
strength of salient beliefs (App. A, question 9) and
evaluation of each belief (App. A, question 10) . 3- 
satisfaction with the service which is composed of two 
measures: satisfaction with the encounter ranging from 
"completely satisfied" to "completely dissatisfied on a 5 
point scale, and attitudes toward the bar which is anchored 
with "This is a good bar" and "This is not a good bar" on a 
5 point scale (Ap p. A, question 11).
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3.3. METHODS OF D.ATA PROCESSING AND ANALYSIS
Semantic and demographic data are analyzed
quantitatively, whereas open-ended data are analyzed 
qualitatively in addition to exploratory insights of 
observations and interviews with managers.
Questions concerning the demographics are included in 
the questionnaires for two reasons: to compare
characteristics of subjects from two bars for any 
significant differences, and to analyze the data in terms 
of social status, age and sex (after McCown, 1988;Schwartz 
and Weinberger, 1980). If data show any significant 
differences in terms of those factors, the results are to 
be cross tabulated to compare the differences among 
different groups. The relationship between demographic 
factors and the dependent variables is analyzed whether 
demographic factors mediate the influence of independent 
variables on the dependent variables. Furthermore, t-tests 
are performed on the emotional ratings of customers to 
determine how the gender of rater interacted with the 
perception of emotions expressed.
Semantic differential data are analyzed in 3 ways:
1 - Groups of semantic differential ratings are factor 
analyzed to form new variables expressing multi item scales 
in common dimensions (Table 3). Factor analyses of
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customers' perceptions of their own feelings, of servers' 
emotions and of the emotionality of bars are performed for 
bars, separately. However, the same analysis cannot be 
carried out for ratings of servers due to the small sample 
size. Depending on the number of dimensions of the emotions 
perceived by customers, new variables are formed 
representing each dimension.
2- The image profiles are constructed by plotting the 
mean score of the subjects on each descriptor. The snake 
diagrams are contrasted in 13 various combinations 
(expressed emotions of customers are analyzed in 4 ways by 
comparing perceptions of: customers of Bar A versus Bar B, 
servers of Bar A versus Bar B, customers versus servers of 
bar A, and customers versus servers of Bar B. By the same 
token, expressed emotions of servers and perceptions with 
J'espect to atmosphere of bars are compared in 4 ways. 
Moreover, the attitudes of customers of Bar A and B are 
compared) to compare the perceptions and attitudes.
3- Customers’ perceptions of variables composed of 
items which load on respective factors are compared using 
two-tailed t tests. In addition to perceptions, composite 
attitude scores of customers towards servers and bars 
calculated using Fishbein’s model (Wilkie, 1986) are also 
compared. Scores for each customer are computed by summing 
the product of belief strength scores for each item and its 
evaluation, and dividing by number of items in both
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samples. The perceptions of customers are compared 
statistically in two ways. First, the relationship between 
expressed emotions and satisfaction with the service is 
assessed by t-tests of satisfied versus unsatisfied 
customers’ perceptions in both bars, separately. Second, 
perceptions of all customers across two bars are compared 
using two-tailed t test. However item-by-item comparisons 
are also performed to gain more insight to data. The null 
hypotheses are all set to be that the means are not 
significantly different (p<0.05). Due to the insufficient 
number of servers available to be interviewed. the 
hypotheses testing could not be conducted for perceptions 
of servers.
Open-ended data, word association, facial expressions, 
interviews with managers are analyzed qualitatively:
The responses to the open-ended questions, concerning 
the salient attributes for selecting bars, in the 
customers' questionnaire are analyzed qualitatively to see 
if expressions of emotion (such as "friendly servers") 
emerge as a factor in their selection of the specific bar, 
and thus to be used as a check on quantitative analyses.
The responses to word association task are classified 
by the frequency with which any word is given as a response 
to a test word. If common responses emerge those are 
classified and used to reveal patterns of interest.
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underlying motivations. It is critical that a service 
provider knows what customers expect from the service and 
perceptions of customers concerning components of good 
service.
Reported feelings of customer with respect to previous 
experiences are content analyzed to see whether 
communication problems or more specifically "expression of 
emotions" in encounter are mentioned. Finally, the 
responses given to the open-ended questions addressed to 
the servers are expected to provide information concerning 
the job satisfaction and well being of employees by 
assessing the match between felt emotions and expectations 
about emotional display (Rafaeli and Sutton, 1987). 
Moreover manager's conceptions of the server role are 
compared to servers notion of his role in both bars.
3.4. SUMMARY
This study is designed to explore the relationship 
between expressions of emotion and satisfaction with the 
service encounter. Design of questionnaires and mode of 
data collection are described in this chapter. An overview 
of the qualitative and statistical analyses that are 
conducted to assess the importance of expressed emotions in 
service encounters is provided. In analyzing the research 
hypotheses ; first, factor analysis is performed to find 
the dimensions of emotions perceived by customers. Second,
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the consumption experience is overviewed by exploring the 
data, and importance of server and bar characteristics is 
determined by using Fishbein’s Model. Third, the
differences between perceptions of customers' and servers' 
are analyzed by using snake diagrams, and by comparing 
perceptions of satisfied and unsatisfied customers in each 
bar and by comparing perceptions of subjects of two bars 
(two-tailed t test). Moreover. perceived emotionality 
expressed by servers, and physical and emotional atmosphere 
of bars are examined by using Fishbein multi attribute 
model and the effects of sex differences on customer' 
perceptions of emotions are investigated. Finally,
qualitative analyses are performed to gain more insight to 
data to support the statistical findings.
42
4. RESULTS
4.1. FACTOR ANALYSIS
The results of the factor analysis are presented in 
Tables 3.1-4. One factor seems to emerge: about 85 % of the 
variability is accounted by one factor, and the eigenvalues 
for the remaining ones are all less than one except for 
feelings of servers perceived by Bar B servers (Table 3.1). 
Since the factor structures of scales with one exception, 
indicate that the measured emotions perceived by customers 
are unidimensional, scores on all the scales are averaged 
and the overall score is used to compare the perceptions of 
customers. However item-by-item comparisons are also 
performed to disclose any information that might be lost by 
this aggregation.
4.2. OVERVIEW OF THE ENCOUNTER
The responses to the questions (App. A, question 1) 
about the behavior of customers indicate that while 28 % of 
Bar A and 23 % Bar B customers prefer to go to the same bar 
due to habit, quality, atmosphere, and close relationship 
with owners, majority of customers report that they have 
low levels of involvement with bars and they seek variety.
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TABLE 3
RESULTS OF FACTOR ANALYSIS
TABLE 3-1 EIGENVALUES AND PERCENT VARIANCES FOR INDEPENDENT 
VARIABLES
EIGENVALUES PERCENT VARIANCES
INDEPENDENT VARIABLES FACTORl FACTOR2 FACTORl FACTOR2 *
* SELF REPORTED FEELINGS
OF CUSTOMERS (BAR A) 9.768 0.384 88.5 3.5
* SELF REPORTED FEELINGS
OF CUSTOMERS (BAR B) 9.612 0.439 87.4 4.0
* CHARAC. & FEELINGS OF 
SERVERS PERCEIVED BY
CUSTOMERS (BAR A) 10.863 0.331 90.5 2 . 8
* CHARAC. & FEELINGS OF 
SERVERS PERCEIVED BY
CUSTOMERS (BARB) 9.409 1.024 78.4 8.5
* PHYSICAL & EMOTIONAL 
ATMOSPHERE OF BAR A
PERCEIVED BY CUSTOMERS 9.156 0.607 83.2 5.5
* PHYSICAL & EMOTIONAL 
ATMOSPHERE OF BAR B
PERCEIVED BY CUSTOMERS 9.813 0.320 89.2 2.9
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TABLE 3-2 
ITEMS
FACTOR LOADINGS 
CUSTOMERS
OF SELF REPORTED
BAR A 
FACTORl
FEELINGS
BAR B 
FACTORl
good 0.92299 0.93259
cheerful 0.90435 0.93022
hot 0.93068 0.95075
easy 0.97101 0.95961
active 0.94153 0.92234
happy 0.94996 0.91095
friendly 0.93708 0.88833
carefree 0.97592 0.94799
relaxed 0.95157 0.93659
satisfied 0.94812 0.93618
sincere 0.93000 0.96435
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TABLE 3-3 FACTOR LOADINGS OF SERVERS' EMOTIONS PERCEIVED 
BY CUSTOMERS
BAR A BAR B
ITEMS FACTORl FACTORl
responsible 0.92714 0.88073
calm 0.92675 0.94526
helpful 0.96360 0.88220
talkative 0.94253 0.96321
friendly 0.96777 0.91382
skilled 0.96120 0.76359
sincere 0.96849 0.96666
polite 0.95113 0.87502
active 0.95759 0.93738
happy 0.94071 0.75660
hot 0.95478 0.78515
cheerful 0.95434 0.92098
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TABLE 3-4 FACTOR LOADINGS OF PHYSICAL AND EMOTIONAL 
ATMOSPHERE OF BARS PERCEIVED BY CUSTOMERS
BAR A BAR B
ITEMS FACTORl FACTORl
hot 0.90519 0.94780
high quality 0.84963 0.93743
comfortable 0.92551 0.96266
good 0.93368 0.94925
happy 0.92592 0.93573
friendly 0.93868 0.94373
calming 0.96108 0.95216
modern 0.94754 0.93353
romantic 0.95864 0.94562
1 ively 0.77744 0.91889
luxurious 0.89607 0.96201
Moreover, while customers of Bar A go to bars more 
frequently (X;:^ = 1.66 and Xg =0.94 days per week) and 
prefer Bar A over others by 50 percent of time, the same 
percentage (preference of Bar B) is 65 for Bar B customers 
indicating that most of the Bar A and B customers are 
familiar with their bars (Ap p . A, questions 2 and 3).
Although almost the same proportion of customers in 
both of the bars (44% of Bar A and 43% of Bar B) choose 
their respective bars as their favorite bar, there · are
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differences between them with respect to the factors that 
affect their selection (App. A. question 4). In general, 
reasons for selecting a particular bar as their favorite 
bar reported by Bar .A customers are "quality, interior 
decoration, and special drink", whereas most of the bar B 
customers mention "friendly atmosphere and familiar faces" 
as the major factors in their selection.
The reasons for selecting the specific bars in 
question. Bar A and Bar B, (App. A, question 5) are 
exhibited in Table 4. Customers of the tvro bars seem to be 
similar with respect to variables they find important in 
bar selection. The "atmosphere and style of performing" are 
ranked to be most important criteria used by customers in 
selecting and evaluating both of two bars.
TABLE 4
RESULTS OF IMPORTANCE RATINGS FOR BAR PREFERENCES
MEAN RATINGS RANKING
VARIABLES ^A ^B t** A B
ATMOSPHERE 3.48 3.69 -1.51 1 1
SERVICE 3.20 3.56 -1.76 2 2
EXPERIMENTAL 2.96 2.82 0.44 3 3
RECOMMENDATION 2.72 2.47 0.91 4 4
SPECIAL DRINK 2.44 2.04 1 . 2 1 5 5
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Measures are based upon 4-point scales in which 1 
represents a "not at all important" rating and 4 an 
"extremely important" rating.
differences are not statistically significant.
Thus, findings (question 1-5) indicate that customers 
prefer to go to different bars because they like to try new 
and different things. While the answers of Bar B customers 
to questions 4 and 5 imply the importance of friendly 
atmosphere in their selection. Bar A customers, emphasize 
the importance of quality, decoration and special drink. 
Bar B customers,on the other hand, do not consider these 
attributes as very important.
The findings related to previous experience are 
presented in Table 5. While majority of Bar A customers are 
not able to recall either positive or negative experiences, 
53 percent of Bar B customers remember positive 
experiences. Although "poor service and high prices" are 
reported as the reasons for the negative experiences, they 
do not particularly specify what they mean by "poor 
service". Besides music and personal reasons, they 
associate "friendly atmosphere" with the positive 
experiences.
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RECALLED NEGATIVE AND POSITIVE EXPERIENCES OF CUSTOMERS
TABLE 5
BAR A BAR B
NEGATIVE 25% 13%
Poor service 13*% Overcharged 7*%
Fight 5*% Spoiled food 3*%
Personal 5*% Late service 3*%
Bothered 2*%
POSITIVE 24% 53%
Friendly Friendly
atmosphere 1 2 % 
Personal 12*% 15 %
atmosphere 23% 
Music 
Good service 5% 
Personal 5%
Music 5%
* Experienced at a different bar
"Friendly atmosphere” appears to be an attribute that 
is linked with "positive attitude towards bars" in 
customers' long term memory.
However, the majority of customers do not offer any 
recommendations (Bar A:72%; Bar B:64%), the suggestions 
offered are related to physical features of encounter.7% of 
the Bar A and B customers do not like some features of the
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interior decoration. The overcharging is the concern of 1% 
of Bar A customers.While “high price" is considered to be a 
reminder of negative experience at a different bar by 7% of 
Bar B customers, they do not have this problem in this bar. 
The Bar B customers 111%) on the other hand want fireplace 
to be used. Better service and more female servers are 
mentioned by 3% of Bar A and 7% of Bar B customers.
A close examination of Tables 5, 6, 7, 8 and 9 
indicates that customers and servers identify the same 
attributes as critical to satisfaction with encounter: 
price, waiting time, friendly atmosphere, music, smile, and 
quality. The key factors and best strategies to fulfill 
expectations of customers identified by servers are 
presented in Tables 6 and 7, There appears to be consensus 
among servers that politeness, friendliness and good 
service are necessary to satisfy customers. Furthermore, 
Bar A servers emphasize the importance of demographic 
characteristics of customers in coiranunicating with them.
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KEY FACTORS FOR CUSTOMER SATISFACTION IDENTIFIED
BY SERVERS
TABLE 6
BAR A BAR B
Technical aspects:
modern low prices
clean music
service on time 
*
qua 1 ity
quality 
Communicationa1 aspects: 
attention warm atmosphere
communication nice reception
smile smile
friendliness
quality*
friendliness
quality
"quality" can be perceived differently
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THINGS TO DO FOR CUSTOMER SATISFACTION IDENTIFIED
BY SERVERS
TABLE 7
BAR A BAR B
* Act according to:
Feeling states of customers 
Sex of customers
Age of customers
Social class of customers
* Show interest
* Be polite
* Be honest
* Provide good service
* Smile
* Be polite
* Avoid being too 
personal
* Develop good 
communications
* Provide good service
The results of efforts to learn more about the 
personal costructs of subjects by using word association 
technique are summarized in Tables 8 and 9.
The majority of customers and servers perceive "bar" 
as a place to have a drink, to relax and to have a chat. 
Moreover. Bar A servers associate bar with sincerity 
emphasizing the importance of expressed emotions in the 
encounter. For both customers and servers a "server" is a 
gentleman who serves with a smiling face. The emphasis on
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the same attributes (gentleness and smile) indicates that 
expressions of emotion is perceived to be among the role 
expectations of customers. Moreover, happiness, sincerity 
and relaxation are the common responses given for the 
keyword "smile" by all with the exception of Bar B servers 
who associate funny things, money and happiness with it. 
Furthermore, the link between emotion work and financial 
well-being is expressed by Bar B servers (associating 
server-smile-money), by Bar B customers (associating 
server-smile-good service) and by Bar A customers (poor 
service-no tips). As it can be seen in Tables 8 and 9, 
while money is recalled for the key word "customer" by the 
majority, the responses given to the key words "quality, 
good and bad services" bring u p  the differences between 
perceptions of customers and servers. Bar A customers 
associate bad atmosphere with "poor service", whereas Bar B 
customers associate bad-tempered servers with it.
Hence, the associations made by Bar B customers for 
the key words "server-smile-good service" suggest the 
influence of displayed emotions on satisfaction of 
customers. While Bar A customers see the role of expressed 
emotions by servers to be important in the encounter, they 
also emphasize the importance of situational factors such 
as atmosphere and waiting time.
54
WORD ASSOCIATION ANALYSIS - BAR A
TABLE 8
WORDS SERVERS CUSTOMERS
BAR
SERVER
DRINK
SMILE
CUSTOMER
GOOD SERVICE
QUALITY
POOR SERVICE
SINCERITY
RELAXATION
CONVERSATION
SMILE
GENTLEMAN
SERVICE
SINCERITY
HAPPINESS
RELAXATION
HOSPITALITY
GOOD SERVICE
MONEY
QUALITY
CLEAN
TIMELY
GOOD SERVICE
GOOD ATMOSPHERE
COMFORT
DRINK
CONVERSATION
RELAXATION
SERVICE
SMILE
GENTLEMAN
ENJOYMENT
CONVERSATION
RELAXATION
HAPPINESS
SINCERITY
COMFORT
MONEY
FRIEND
HOSPITALITY
PREFERENCE
MONEY
TIMELY
PREFERENCE
MONEY
TRUST
LOSS OF CUSTOMERS
NO TIPS
BAD ATMOSPHERE
ordered by frequency
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WORD ASSOCIATION ANALYSIS
TABLE 9
BAR B
WORDS SERVERS CUSTOMERS
BAR
SERVER
DRINK
SMILE
CUSTOMER
GOOD SERVICE
QUALITY
POOR SERVICE
DRINK
CONVERSATION
RELAXATION
SERVICE
SMILE
GENTLEMAN
FUNNY THINGS
HAPPINESS
MONEY
DRINK
MONEY
JOY
PERFECT SERVICE
HAPPINESS
ATTENTION
GOOD SERVICE
HOSPITALITY
MONEY
CONVERSATION
DRINK
RELAXATION
SERVICE
SMILE
GENTLEMAN
PLEASURE
RELAXATION
GOOD MOOD
HAPPINESS
SINCERITY
ENJOYMENT
BOSS
VIP
EXPERIMENTAL
SINCERITY
PREFERENCE
SMILE
PREFERENCE
PLEASURE
DURABLE
LOSS OF CUSTOMERS 
CHEAP
BADTEMPERED SERVERS
Ordered by frequency
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PERCEPTIONS
Since the perceptions of customers with respect to 
emotions expressed by servers and atmosphere of bars do not 
provide any information about whether the perceived 
properities positively influence the customers’ attitudes 
toward the service, the evaluative aspects (App. A, 
questions 8 and 10) of the perceptions are analyzed (Table 
10). Since the ratings are above 3 on 5 point scale, all of 
the properties of the servers and bars can be considered 
good. However there are no significant differences in how 
positive the properties of servers are seen to be between 
Bar A and Bar B customers. While Bar A customers prefer 
responsible, skilled, and good servers. Bar B customers 
prefer friendly, skilled, and good servers. It is 
surprising to find out that customers of both bars are 
negatively influenced by talkative, sincere, and calm 
servers.
On the other hand, there are some significant 
differences in means with respect to favorability of 
properities of bars between Bar A and B customers (Table 
10). While Bar A customers indicate preference for 
comfortable, calming, modern bars. Bar B customers think 
friendly and happy atmospheres are good.
4.3. ANALYSIS OF EVALUATIVE ASPECTS OF CUSTOMERS'
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TABLE 10
COMPARISON OF EVALUATIVE ASPECTS OF 
CUSTOMERS' PERCEPTIONS
A- PROPERTIES OF SERVERS Xtv Xt. t* 
reponsible 4.66^ 4.5 0.64
calm 3.75 4.00 -0.54
helpful 4.09 4.50 -1.07
talkative 3.23 3.20 0.04
friendly 4.33 4.80 -1.49
skilled 4.58 4.70 -0.38
sincere 3.91 3.20 1 . 2 1
polite 4.08 4.50 -1.15
active 4.23 4.20 0.07
happy 4.16 4.20 -0.09
hot 4.00 4.20 -0.55
cheerful 4.33 4.20 0.32
good 4.42 4.67 -0.73
B- PROPERTIES OF BARS Xg t
hot 4.38^
------©-----
4.70 -1.37
high quality 4.92 4.50 1.77
comfortable 4.85 4.08 4.54^
good 4.31 4.08 0.62
happy 3.85 4.90 -3.61^
friendly 3.85 4.90 -2.85^
calming 4.57 4.08 2.18^
modern 4.23 3.30 2.20^
romantic 3.61 3.90 -0.55
1ively 3.62 4.20 -1 . 2 1
luxurious 3.69 3.90 -0.47
A - smaller numbers indicate more negative evaluations (5 
point scale)
- mean evaluative scores of Bar A customers 
Xg - mean evaluative scores of Bar B customers
* - differences are not statistically significant 
1 - P < 0.05
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H^: The first hypothesis is that positive self perceptions 
of customers are associated with satisfaction with the 
service encounter.
Since the factor analysis results suggest that 
emotions perceived by customers are unidimensional.in 
analyzing customers’ perceptions of emotions, reported 
means are computed on the basis of one dimension (the 
summation of scores given to every item measuring 
perceptions of customers are divided by item level for each 
independent variable). The cross-tabulation of customers' 
self perceptions by the satisfaction (Ap p. A, questions 6 
and 1 1 ) with the encounter reveals that the differences in 
mean ratings of customers' self perceptions between 
satisfied and unsatisfied customers in both bars do not 
reach statistical significance level at p<0.05 (Table 11).
Table 12 indicates no significant differences in self 
perceptions between Bar A and Bar B customers. In addition 
to that. item-by-item comparisons of customers self 
perceptions support the argument (Tables 13 and 14). 
Moreover, one item in the scale which measures the 
customers' feelings, "satisfaction", provides a reasonable 
checlc on the reliability of results. There are no 
significant differences between perceptions of customers
4.4. TESTING OF THE HYPOTHESES
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confirming the findings. The snake diagrams presented in 
Table 14 which explicitly communicate perceived positions 
of customers' emotions indicate the similarities between 
the self-reported emotions of Bar A and Bar B customers. 
While they feel good, sicere and relaxed, they do not seem 
to perceive themselves very active.
TABLE 11
PERCEPTIONS AND COMPOSITE ATTITUDES OF CUSTOMERS ACROSS 
SATISFIED AND UNSATISFIED CUSTOMERS IN BARS A AND B
VARIABLES ^SA ^UA '■SB ’^UB
Independent:
* perceptions of customers
- self 3.94^ 3.66 1.25 4.25 3.64 1.83
- expressed emotions 4.06 3.52 1.83 4.11 2.98 3.35^
by servers
- atmosphere of bars 4.41 3.46 4.72^ 4.17 3.56 1.80
Dependent:
* attitudes of customers (Fishbein)
- toward servers 13.12 12.33 0.41 17.98 12.32 2 . 0 1
- toward bars 20.43 13.75 3.47^ 18.86 16.08 1 . 6 6
A - smaller numbers indicate more negative ratings 
XsA'^UA “ means of satisfied and unsatisfied BarA customers 
(4.17 is the mean satisfaction (based on question 
11 in App.A) in the sample which is used to split 
sample in two groups)
XsB-^UB ~ means of satisfied and unsatisfied BarB customers 
(4.09 is the mean satisfaction (based on question 
11 in App.A) in the sample which is used to split 
sample in two groups)
1 - P < 0.05
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COMPARISON OF PERCEPTIONS AND ATTITUDES OF CUSTOMERS
(BAR A vs BAR B)
TABLE 12
VARIABLES X7 B^
Independent;
perceptions of customers
- self 3.76^ 3.91 -0.71
- expressed emotions by servers 3.71 3.50 0.71
- atmosphere of bars 3.79 3.84 -0.19
Dependent:
composite attitudes scores (Fishbein)
- toward servers 13.30 14.45 -0.71
- toward bars 15.18 17.20 -1.05
overall attitude of customers 4.17 4.09 0 . 2 0
>^A - means based on one dimension. Bar A
^B - means based on one dimension. Bar B
* - differences are not statistically signif icant
A _
(i . e . p< 0.05)
smaller numbers indicate more negative perceptions
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TABLE 13
COMPARISON OF CUSTOMERS' EMOTIONS AS PERCEIVED BY 
THEMSELVES AND BY THE SERVERS IN BARS A AND B
VARIABLES X> X. X.
- Independent:
GOOD-BAD
CHEERFUL-GLOOMY
HOT-COLD
EASY-UNEASY
ACTIVE-INACTIVE
HAPPY-UNHAPPY
FRIENDLY-UNFRIENDLY
CAREFREE-NOT CAREFREE
RELAXED-NOT RELAXED
SATISFIED-UNSATISFIED
SINCERE-NOT SINCERE
POLITE-RUDE
- Dependent:
SATISFIED-UNSATISFIED 
GOOD BAR-BAD BAR
4 . 20^ 4.30 4 . 00 4.00 - 0 .42
3.96 3.74 4 .25 3.66 0 .92
3.84 4.08 4 .25 4.50 - 0 .76
3 .60 4.00 4 . 00 4.66 - 1 . 25
2 .60 2.39 N .A. N.A. 0 .64
3,.60 3.69 3,.25 4.50 -0 .34
3 .40 3.17 3 .50 4.00 0 .80
3.,32 3.65 N.,A. N.A. - 1 .,00
4.. 12 4.30 4,.50 4.83 -0 ,.71
4. 04 4.17 4.50 4.16 -0 .49
4. 36 4.13 4. 00 4.00 0 .94
N.A. N. A. 4. 00 3.50 N.A.
4. 00 3.82 N.A. N.A. 0 .62
4.36 4.39 N.A. N.A. -0 .15
A- smaller numbers indicate more negative perceptions (5 
point scale)
a- means of customers’ emotions perceived by themselves 
(Bar A)
b- means of customers’ emotions perceived by themselves 
(Bar B)
c- means of customers’ emotions perceived by servers (BarA) 
d- means of customers’ emotions perceived by servers (BarB) 
* differences are not statistically significant.
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IMAGE PROFILES OF SELF REPORTED FEELINGS OF CUSTOMERS
(--  BAR A . -- BAR B)
TABLE 14
BAD
GLOOMY
COLD
UNEASY
INACTIVE
UNHAPPY
UNFRIENDLY
NOT CAREFREE
NOT RELAXED
UNSATISFIED
NOT SINCERE
Moreover perceptions of emotions via facial behavior 
are evaluated by comparing the interpretations of facial 
expressions with the results of emotional ratings. The 
results of the analysis presented in Table 15 reveal that 
only two dimensions, pleasantness and level of activation
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are perceived in the facial expressions of subjects. 
Customers commonly perceive themselves as happy and 
optimistic indicating their pleasure. Furthermore Bar B 
customers' perceptions of their facial behaviors as 
meditative are consistent with the emotional ratings on 
activity variable, as presented in Tables 13 and 14.
TABLE 15
EMOTIONAL DIMENSIONS OF FACIAL EXPRESSIONS PERCEIVED BY
CUSTOMERS
PLEASANTNESS LEVEL OF ACTIVATION
HIGH LOW HIGH LOW
CUSTOMER A: OPTIMISTIC CURIOUS
DISBELIEVING HOT
HAPPY JEALOUS
LOVESTRUCK
SATISFIED
CUSTOMER B: OPTIMISTIC CURIOUS MEDITATIVE
HAPPY THOUGHTFUL
SERVER A: CONFIDENT CURIOUS MEDITATIVE
SERVER B: OPTIMISTIC CURIOUS MEDITATIVE
CAUTIOUS
Although the differences in ratings on self
perceptions between the satisfied and unsatisf ied customers
in both bars are in predicted direction, they are not
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statistically significant. Thus, it can be concluded that 
self perceptions of satisfied and unsatisfied customers in 
both bars are similar. In addition, feelings of customers 
in both bars are also similar. Thus, the hypothesis is not 
supported.
H 2 · The second hypothesis suggests that the positive 
perceptions of customers with respect to emotions expressed 
by servers have a positive influence on satisfaction of 
customers with the encounter. While the differences in mean 
ratings of perceived emotionality of servers between all 
customers of Bar A and B reveal no significant differences 
(Table 12), Table 11 indicates that the satisfaction of Bar 
B customers is affected by how the customers perceive 
emotions expressed by servers. Furthermore, although not 
significant, there seems to be a slight difference in mean 
ratings of composite attitudes toward servers between 
satisfied and unsatisfied customers of Bar B. Thus, the 
findings confirm the results of word association analysis 
and the salient attributes stated by Bar B customers.
Although the image profiles of customers' perceptions 
with respect to emotions expressed by servers indicate that 
Bar A customers mean ratings are higher than those of Bar B 
customers on all of the items (except polite and active) 
(Table 16), the only item that achieves significance level 
at p<0.05 is friendliness of servers as presented in Table 
17.
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IMAGE PROFILES OF SERVERS' EMOTIONS PERCEIVED BY CUSTOMERS
(--- BAR A , -- BAR B)
TABLE 16
IRRESPONSIBLE
NERVOUS
NOT HELPFUL
SILENT
UNFRIENDLY
UNSKILLED
NOT SINCERE
RUDE
INACTIVE
UNHAPPY
COLD
GLOOMY
BAD
6 6
TABLE 17
COMPARISON OF SERVERS' EMOTIONS AS PERCEIVED BY 
THEMSELVES AND CUSTOMERS IN THE BARS A AND B
VARIABLES X. X. X.
-Independent;
RESPONSIBLE-IRRESPONSIBLE
CALM-NERVOUS
HELPFUL-NOT HELPFUL
TALKATIVE-SILENT
FRIENDLY-UNFRIENDLY
SKILLED-UNSKILLED
SINCERE-NOT SINCERE
POLITE-RUDE
ACTIVE INACTIVE
HAPPY-UNHAPPY
HOT-COLD
CHEERFUL-GLOOMY
GOOD-BAD
EASY-UNEASY
SATISFIED-UNSATISFIED
"I LIKE MY JOB-I DON'T
LIKE MY JOB"
-Dependent:
SATISFIED-UNSATISFI ED 
GOOD BAR-BAD BAR *
N -A. N .A. 4 . 20 3 .87 0 .95
2 .50^ 4 . 17 4 .04 3.74 0 .96
N -A. N .A. 4 . 08 4 .08 0 .00
4 .25 3 . 17 3. 24 2 .69 1 .55
4 .50 4 . 66 3 . 8 8 3.26 2 .1 2 ^
N .A. N,.A. 3 .96 3 .65 0 .87
3.50 4 .33 3 .60 3.43 0 .47
N,• A. N..A. 3..96 4,. 17 - 0 .81
N .A. N .A. 3.32 3.35 - 0 .08
3..75 4..33 2 .92 2 .82 0 .28
3,.50 3.. 66 3 .52 3 .17 1 . 02
3.50 4. 16 3. 24 2 .,74 1 ,. 68
4. 50 4.50 3..64 3..35 1 . 02
3. 00 3. 66 N.A. N.A. N..A.
2 .75 4.50 N.A. N.A. N .A.
2 .75 2 .83 N.A. N.A. N.,A.
4. 00 3.82 N.A. N.A. 0 .62
4. 36 4.39 N.A. N.A. -0 .15
A- smaller numbers indicate more negative perceptions (5 
point scale)
a- means of servers'emotions perceived by themselves (BarA)
b- means of servers'emotions perceived by themselves (BarB)
c- means of servers'emotions perceived by customers (Bar A)
d- means of servers'emotions perceived by customers (Bar B)
* t-statistics, customer A vs customer B 
1 p<0.05 in two-tailed test
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In addition to that, facial expression analysis 
indicates that customers commonly see servers as meditative 
implying that they are not active which confirms the 
results of emotional ratings in which customers rate 
servers low on activity variable as shown in Table 17. 
However Bar B customers' evaluation of servers' facial 
expressions as optimistic is rather surprising, due to the 
inconsistency with emotional ratings.
Furthermore, the relevant data related to the 
customers' perceptions of expressed emotions of servers as 
real or fake are presented in Table 18, where it can be 
immediately seen that customers believe that expressed 
feelings which are related to the technical part of the 
work role are congruent with experienced emotions. 
Moreover, an important finding from the question is that 
expressions of emotions such as friendliness, happiness and 
being cheerful are perceived to be fake by customers. A 
comparison of two samples reveals that while there are 
remarkable similarities between the perceptions, a 
controversy arises when good-bad, and cheerful-gloomy items 
are taken into consideration. Based on the judgments made 
by customers, whether the certain emotions expressed by 
servers are considered to be good or bad (Table 10), 
customers of both bars indicate preference for responsible, 
skilled, good, and friendly servers. Therefore, it is of 
interest to note that the suspicions of Bar B customers on
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friendly and good items may influence the quality of 
interaction between customers and servers leading to the 
communicational problems.
TABLE 18
COMPARISON OF SERVERS' EMOTIONS PERCEIVED BY CUSTOMERS AS 
FAKE RATHER THAN REAL IN BARS A AND B
ITEMS BAR A BAR B
Happy-Unhappy 
Friendly-Unfriendly 
Calm-Nervous 
Talkative-Si lent 
Cheerful-Gloomy 
Sincere-Not sincere 
Polite-Rude 
Hot-Cold
Responsible-Irrespon. 
Helpful-Not helpful 
Ski 1 led-Unskilied 
Active-Drowsy 
Good-Bad
87*%
71%
62%
57%
50%
50%
50%
50^
44%
43%
43%
37%
29%
2
3
4
5
6
7
8
9
10 
11 
12 
13
80%
60%
60%
50%
75%
50%
50%
25%
34%
20%
20%
40%
75%
1
4
5
6 
2
7
8 
11 
10 
12 
13 
9 
3
87 percent of Bar customers perceive the happiness
expressed by the servers as fake.
** Ranked according to the percentages in each bar.
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The second hypothesis of the study, the predicted 
relation between expressed emotions by servers and the 
satisfaction of customers with the encounter, is supported 
with Bar B sample. While the same pattern is observed for 
Bar A sample, the results are not statistically 
significant. This may be due to two reasons. First, while 
the servers of Bar A fulfill the role expectations of 
customers. Bar B servers are unable to do so in terms of 
expressed emotions causing increased dissatisfaction of 
customers with the encounter. Second, although differences 
between Bar A and B customers in evaluating the properties 
of servers are not significant (Table 10), items such as 
being friendly, and good are given the highest scores by 
Bar B customers. However these are the properties that are 
perceived to be fake by Bar B customers (Table 18) which 
may lead dissatisfaction of customers.
H3 : The third hypothesis is that the emotionality of the 
atmosphere affects the satisfaction of the customers with 
the encounter. While there are no significant differences 
between Bar A and B customers in the means of perceptions 
and composite attitudes toward bars based on aggregated 
scores (Table 12), item-by-item comparisons using snake 
diagrams display the fact that Bar A customers seem to 
perceive their bar as being more luxurious (Tables 19 and 
20) .
70
However cross-tabulation of perceptions and composite 
attitudes of customers toward atmosphere of bars by 
satisfaction indicates that the satisfaction of customers 
of Bar A depends on the perceived atmosphere of bars which 
is also supported by the results of word association 
analyses and open-ended responses given by customers to the 
salient attributes in selecting a bar. Thus, the hypothesis 
is supported for Bar A. and. although it does not reach 
significance, a similar pattern is observed for Bar B.
TABLE 19
IMAGE PROFILES OF BAR PROPERITIES PERCEIVED BY CUSTOMERS
(--- BAR A , -- BAR B)
COLD
LOW QUALITY
UNCOMFORTABLE
BAD
UNHAPPY
UNFRIENDLY
AGITATING
CLASSIC
NOT ROMANTIC
DULL
NOT LUXURIOUS
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COMPARISON OF BAR PERCEPTIONS
TABLE 20
VARIABLES X7 X·B Xr XD
-Independent:
HOT-COLD
HIGH QUALITY-LOWQUALITY
CO№ORTABLE-UNCOMFORTABLE
GOOD-BAD
HAPPY-UNHAPPY
FRIENDLY-UNFRIENDLY
CALMING-AGITATING
MODERN-CLASSIC
ROMANTIC-NOT ROMANTIC
LIVELY-DULL
LUXURIOUS-NOT LUXURIOUS 
-Dependent: 
SATISFIED-UNSATISFIED 
GOOD BAR-BAD BAR *
4 . 28^ 4 .52 4 . 00 4 .17 - 1 . 18
4 . 24 3.82 4 .50 4 .83 1 .57
4 . 16 4 . 13 4 .00 4 .67 0 . 1 1
4,. 16 4,.31 4,. 00 4 . 17 - 0 .59
3 . 6 8 3.78 4 .50 4 .50 - 0 . 36
3,.96 4..00 4..25 4,.66 -0 . 13
3 .84 4,.00 4 .00 4 .00 - 0 .51
3.92 3.30 4.50 3.,33 1 .67
3,,00 3..43 4,.00 4,.66 - 1  ,. 17
3. 28 3. 13 3.75 3. 66 0 .46
3.,44 2 .65 4.50 4.,33 2.48^
4. 00 3.82 N.A. N.A. 0 .62
4.36 4. 39 N.A. N.A. -0 .15
A- smaller numbers indicate more negative perceptions (5 
points scale)
a- means of variables perceived by customers (Bar A)
b- means of variables perceived by customers (Bar B)
c- means of variables perceived by servers (Bar A)
d- means of variables perceived by servers (Bar B)
* t-statistics, customer A vs customer B 
1 p<0.05 in two-tailed test
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4.6. ANALYSES OF PROPOSITIONS
In addition to the main hypotheses of the study, other 
propositions are also examined to explore the service 
encounter in terms of emotions expressed and determine the 
effects on satisfaction. Although no statistical tests can 
be done due to the small size, they are useful to probe and 
to generate ideas.
P :^ A relationship between the self perceptions of 
servers and satisfaction with the encounter is predicted. 
As it can be seen in Tables 17 and 21 self perceptions 
scores of Bar B servers are higher than those of Bar A 
servers on all the items (except talkative). There is a 
positive relation between the degree of satisfaction and 
self perceptions of servers (Table 22). It appears that 
positive self perceptions of servers may be associated with 
their satisfaction supporting the proposition.
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IMAGE PROFILES OF SELF REPORTED FEELINGS AND 
CHARACTERISTICS OF SERVERS 
(--- BAR A . -- BAR B)
TABLE 21
NERVOUS
SILENT
UNFRIENDLY
NOT SINCERE
UNHAPPY
COLD
GLOOMY
BAD
UNEASY 
UNSATISFIED 
"I DO NOT LIKE 
MY JOB"
P2 : Predicted relationship between perceptions of 
servers with respect to emotions expressed by c<istomers and 
satisfaction with the encounter is also, supported. A 
comparison of servers' perceptions indicates that while Bar 
A servers perceive customers as satisfied (highest mean 
value) but not very happy (lowest mean value), Bar B 
servers think that customers are relaxed but not very 
polite (Tables 13 and 23).
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TABLE 22
COMPARISONS OF PERCEPTIONS OF SERVERS
VARIABLES XB
Independent:
— perceptions of servers
- self
- expressed emotions 
by customers
- atmosphere of bars 
Dependent:
- satisfaction 'k  k
3.5"
3.95
4.22
3.16
4.24
4.44
4.44
3.47
- t-test cannot be performed due to the insufficient 
number of servers.
** - "satisfaction" is composed of three items namely 
happy, satisfied and "I like my job".
^ - smaller numbers indicate more negative perceptions (5 
point scale).
Results presented in Table 22 review that the mean
perceptions of Bar B servers are on the aggregate higher 
than that of Bar A servers, and Bar B servers feel more 
satisfied. Confirming the findings, servers of Bar A report 
being unsatisfied with the encounter due to the
conceitedness of customers. On the other hand. Bar B 
servers do not feel insulted by the customers. The reason
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for this may be the fact that all of the Bar A servers are 
college students, whereas some of the Bar B servers have 
only elementary school education, tolerating more than Bar 
A servers. On the contrary. Bar B servers identify the 
major difficulties in communicating with, customers as 
unacceptably slow performance and unacceptable service 
fcold food, late service). Thus, it appears to be that 
while Bar A servers seem to perceive emotional aspect of 
the encounter as an important factor. Bar B servers 
consider the technical aspects as more important.
TABLE 23
IMAGE PROFILES OF FEELINGS OF CUSTOMERS PERCEIVED BY
SERVERS
(--- BAR A , -- BAR B)
BAD
GLOOMY
COLD
UNEASY
UNHAPPY
UNFRIENDLY
NOT RELAXED
UNSATISFIED
NOT SINCERE
RUDE
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P3 : The third proposition, the emotional atmosphere of 
the bars affects the satisfaction of servers, seems to be 
also supported. When we look at the suggestion offered by 
servers for a "better working environment (condition)" we 
come across quite an interesting picture. Although Bar A 
servers are satisfied with the physical conditions of the 
.1 ob environment they emphasize the psychological aspects. 
They would rather have better communications among servers 
and with customers in a more friendly and cheerful 
atmosphere. On the other hand. Bar B servers state only the 
physical aspects of the job environment emphasizing better 
accommodations, and interior decoration. Overall, Bar B 
servers have more positive perceptions of their bar 
compared to Bar A servers (except modern) as indicated in 
Tables 20 and 24, and they also report being more satisfied 
than Bar A servers (Table 22).
: The proposition is that if there is a consistency 
between self perceptions of customers and perceptions of 
servers with respect to expressed emotions by customers, 
then the encounter is mutually more satisfying. A 
comparison of self reported emotions of customers with 
perceptions of servers indicates that servers rate feeling 
states of customers higher than customers on most of the 
items with the exception of good and sincere in both 
samples (Tables 13, 25, and 26). Although both samples show 
the same pattern. Bar B servers report being more 
satisfied.
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IMAGE PROFILES OF BAR PROPERITIES PERCEIVED BY SERVERS
(--- BAR A . -- BAR B)
TABLE 24
COLD
LOW QUALITY
UNCOMFORTABLE
BAD
UNHAPPY
UNFRIENDLY
AGITATING
CLASSIC
NOT ROMANTIC
DULL
NOT LUXURIOUS
In an open-ended question in which servers express 
their feelings concerning the attitudes of customers that 
they do not like, 67 percent of Bar B servers compared to 
33% of Bar A servers claim that "They are happy with their 
customers as they are". While Bar A servers prefer more 
friendly and sincere customers. Bar B servers do not share 
the same concern on this issue.
Thus, consistent with the results of semantic 
differential data, servers of Bar A report not being 
satisfied with the encounter. Since the customer's
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conception of the customer role differs from the server's 
notion of that role, role discrepancy may cause some 
problems. While the findings seem to support the 
proposition from the perspective of the servers, the same 
argument is not valid from the customers' point of view 
i.e. the inconsistency does not cause the increased 
dissatisfaction of Bar A customers.
TABLE 25
IMAGE PROFILES OF FEELINGS OF CUSTOMERS PERCEIVED BY 
THEMSELVES AND SERVERS (BAR A)
(--- CUSTOMER, --  SERVER)
BAD
GLOOMY 
COLD 
UNEASY 
UNHAPPY 
UNFRIENDLY 
NOT RELAXED 
UNSATISFIED 
NOT SINCERE
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IMAGE PROFILES OF FEELINGS OF CUSTOMERS PERCEIVED BY 
THEMSELVES AND SERVERS (BAR B)
(--- CUSTOMER, --  SERVER)
TABLE 26
BAD
GLOOMY 
COLD 
UNEASY 
UNHAPPY 
UNFRIENDLY 
NOT RELAXED 
UNSATISFIED 
NOT SINCERE
P5 : The fifth proposition is that if the perceptions 
of customers and servers with respect to emotions expressed 
by servers are different, then the satisfaction of servers 
with the encounter decreases. The image profiles (Tables 27 
and 28), and mean ratings (Table 17) reveal that there are 
no differences between perceptions of Bar A customers and 
servers, except compared with customers' perceptions, 
servers report being more nervous. On the contrary, a 
comparison of perceptions of Bar B customers and servers 
with respect to emotions expressed by servers reveals 
differences which might suggest communicationa1 problems 
between the parties. Although servers of Bar B report being 
more satisfied and calm than servers of Bar A, customers
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perceive Bar A servers to be more friendly. Moreover, 
comparing customers' perceptions with those of servers', we 
note a pattern which repeats itself throughout the data. In 
all possible comparisons of servers' emotions while self 
ratings of Bar B servers are greater than those of Bar A on 
majority of items, the ratings of Bar A customers with 
respect to servers' emotions are greater than those of Bar 
B customers.
Furthermore, Bar B servers believe that "being too 
personal with customers" should be avoided (Table 7). 
Therefore, the differences in perceptions of servers' 
expressions of emotion between customers and servers on 
variables friendly, happy, cheerful and good can be 
explained by the fact that servers believe that 
"expressions of emotion" should not be part of their job, 
resulting inter—role incongruence between Bar B servers and 
customers. Thus, this proposition does not seem to be 
supported.
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IMAGE PROFILES OF SERVERS' EMOTIONS PERCEIVED BY CUSTOMERS
AND THEMSELVES (BAR A)
(--- CUSTOMERS. --  SERVERS)
TABLE 27
NERVOUS
SILENT
UNFRIENDLY
NOT SINCERE
UNHAPPY
COLD
GLOOMY
BAD
TABLE 28
IMAGE PROFILES OF SERVERS' EMOTIONS PERCEIVED BY CUSTOMERS
AND THEMSELVES (BAR B)
(--- CUSTOMERS,--  SERVERS)
NERVOUS
SILENT
UNFRIENDLY
NOT SINCERE
UNHAPPY
COLD
GLOOMY
BAD
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Pg: The proposition is that if the perceptions of 
customers of servers are not different with respect to 
atmosphere of bars, then the encounter is more satisfying 
for both parties. The differences in perceived 
characteristics of bars are presented in Tables 20, 29 and 
30. In all possible comparisons the mean ratings of servers 
are higher than the corresponding ratings of customers with 
the exceptions of items hot and good. Since the number of 
servers interviewed is not sufficent and open-ended data 
are not available, the proposition cannot be further 
examined.
TABLE 29
IMAGE PROFILES OF BAR PROPERITIES PERCEIVED BY CUSTOMERS
AND SERVERS (BAR A)
(--- CUSTOMERS, --  SERVERS)
HOT
HIGH QUALITY 
COMFORTABLE 
GOOD 
HAPPY 
FRIENDLY 
CALMING 
MODERN 
ROMANTIC 
LIVELY 
LUXURIOUS
COLD
LOW QUALITY
UNCOMFORTABLE
BAD
UNHAPPY
UNFRIENDLY
AGITATING
CLASSIC
NOT ROMANTIC
DULL
NOT LUXURIOUS
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IMAGE PROFILES OF BAR PROPERITIES PERCEIVED BY CUSTOMERS
AND SERVERS (BAR B)
(--- CUSTOMERS. --  SERVERS)
TABLE 30
HOT
HIGH QUALITY 
COMFORTABLE 
GOOD 
HAPPY 
FRIENDLY -k 
CALMING 
MODERN 
ROMANTIC 
LIVELY 
LUXURIOUS
COLD
LOW QUALITY
UNCOMFORTABLE
BAD
UNHAPPY
UNFRIENDLY
AGITATING
CLASSIC
NOT ROMANTIC
DULL
NOT LUXURIOUS
TABLE 31
CUSTOMERS’ ATTITUDES 
(--- BAR A , -- BAR B)
"I AM SATISFIED”
"THIS IS A GOOD BAR”
"I AM NOT 
SATISFIED" 
"THIS IS NOT 
A GOOD BAR"
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Py- A positive relationship between intra-role 
congruence and satisfaction of servers may be expected. 
Personal interviews are conducted with managers. The 
manager of Bar A defines "good service" as service 
performed by friendly personnel who can manage good 
communicationa1 relations with customers. He identifies 
"good server" as a capable person who can create friendly 
atmosphere with good communicational skills. Bar B manager, 
on the other hand, defines "good service" as high quality 
service provided by technically skilled and polite 
personnel in a clean environment, and "good server" as a 
person who is friendly, educated and skilled. He further 
argues that although female servers are better than males 
in communicating with customers, they are not experienced.
Bar A manager believes that, in addition to the 
empathy between servers and customers, the customers prefer 
their bar to meet with new friends and to experience new 
things in a different atmosphere. He argues that the 
emotional expressions of the customers depend on their age 
and their social status and servers experience 
communicational problems with the younger segment 
contradicting his argument about empathy. Bar B manager 
thinks, although the nice atmosphere and friendly servers 
affect satisfaction of customers with service, situational 
factors such as interior decoration, music and quality of 
products they serve are more important factors.
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The comparison of the interviews reveals that while 
Bar A manager gives the priority to the interactional part 
of service encounter. Bar B manager considers technical 
aspects of the encounter as more important. Therefore, 
servers and the managers share common role expectations 
implying high intra-role congruence in each bar. Since 
there is a high intra-role congruence in both samples, the 
effects of inter-role incongruence gain even more 
importance.
P0 : Sex differences are predicted to influence the 
perceptions of expressed emotions. Results presented in 
Table 32 indicate that while ratings of males are greater 
than those of females in both samples for all independent 
variables with the exception of perceived atmosphere of Bar 
A, the only statistically significant difference is in the 
mean ratings of perceptions of expressed emotions by 
servers between female and male customers of Bar B. 
Furthermore, the difference in mean satisfaction between 
female and male'customers of Bar B is significant (females 
being less satisfied).
To elaborate on the issue, item-by-item comparisons 
are performed. The significant differences between 
perceptions of males and females are presented in Table 33. 
While females of Bar A report feeling significantly less 
friendly than males, there is also a similar but 
nonsignificant trend in self perceptions of Bar B
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customers. For perceptions of customers with respoct to 
emotions expressed by servers, however. there is no 
significant main effect for sex in Bar A sample.
TABLE 32
COMPARISON OF MEAN RATINGS OF MALE AND FEMALE CUSTOMERS
VARIABLES F^A M^A CpA % A
Independent:
* perceptions of customers
-self 3.64^ 3.82
-expressed emotions 
by servers 3.58 3.77
-atmosphere of bars 3.70 3.53
Dependent:
* attitudes of customers
-toward servers 12.33 12.71
-toward bars 14.82 15.18
* overall
satisfaction 3.92 4.31
-0.71 3.83 4.11 -0 . 6 8
-0.47 2.93 3.98 -2.82^
0.47 2.56 4.08 -1.21
-0.26 12.61 16.56 -1.28 
-0.15 16.02 18.38 -1.20
-1.03 3.73 4.54 -2.23^
XFA
XMA
TB
XMB
smaller numbers indicate more negative perceptions
mean ratings of females of Bar A
mean ratings of males of Bar A
mean ratings of females of Bar B
mean ratings of males of Bar B
p < 0.05
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On the other hand, most of the ratings of male subjects are 
significantly greater than those of female customers of Bar 
B. Table 33 indicates males of Bar B report being more 
satisfied and form more favorable attitudes than females. 
Thus, the proposition is supported by Bar B sample.
TABLE 33
ITEM-BY-ITEM COMPARISONS OF MEAN RATINGS OF 
MALE AND FEMALE CUSTOMERS* *
VARIABLES Xf Xm t
Self evaluation:
1- friendly-unfriendly 2.57^ 3.93® -3.26^
Evaluation of servers:
1 - friendly-unfriendly 2.62^ 4.00^ -3.27^
2- sincere-not sincere 2.62^ 4.00^ -2.57^
3- hot-cold 2.50^ 4.50^ -6.nl
4- cheerful-gloomy 2.50^ 3.50^ -2 .3 7I
Satisfaction:
1 - I'm satisfied 3.63^ 4.50^ -2 .3 3I
2- This is a good bar 4.00^ 4.75^ -2 .3 9I
* - Only the significant differences are listed and
meastires are based on 5 point scale 
Xjr - mean ratings of females
a - Bar A b - Bar B 1 - p<0.05
Xjyj - mean ratings of males
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4.7. SUMMARY
The results of factor analysis suggest that factor 
structure of emotions perceived by customers is 
unidimensional. There are no significant differences in 
means of perceptions and composite attitudes between 
customers of Bar A and B with respect to emotions expressed 
by servers and emotionality of bars. However, cross­
tabulation of independent variables by satisfaction of 
customers in each bar reveals that, while the satisfaction 
of Bar A customers is affected by emotionality of bars, the 
satisfaction of Bar B customers is affected by the emotions 
expressed by servers. Furthermore, the analysis of sex 
effects on perceptions of emotions indicates that male 
customers of Bar B report being significantly more 
satisfied with the service than females which can be 
attributed to the differences in mean ratings of 
perceptions between male and female customers with respect 
to emotions expressed by servers.
The results of qualitative analysis imply that while 
Bar A customers perceive "quality, decoration and special 
drinks" as salient attributes in selecting a particular 
bar, "friendly atmosphere" is the major factor that affects 
Bar B customers' preference in addition to price, quality, 
waiting time and music. On the other hand, managers and 
servers of Bar A consider emotional aspects of the
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encounter as more important for mutual satisfaction with 
the encounter, whereas Bar B manager and servers believe 
that technical part of the encounter is the major factor 
that plays role in satisfaction of customers with the 
encounter.
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5. SUMMARY. DISCUSSIONS, CONCLUSIONS AND RECOMMENDATIONS 
5.1. SUMMARY AND DISCUSSIONS
The present study examines whether the expressions of 
emotion play a major role in satisfaction with and overall 
evaluation of the service encounter. In addition to in- 
depth interviews with managers, questionnaires are used for 
customers and servers in bars to investigate research 
objectives. The data are analyzed quantitatively and 
qualitatively.
Semantic differential data measuring the independent 
variables (feelings of customers, feelings of servers, 
perceptions of customers with respect to servers’ emotions 
and emotionality of bars, perceptions of servers' with 
respect to customers' emotions and emotionality of bars) 
and the dependent variables (satisfaction and attitude 
toward bars) are analyzed by factor analysis, snake 
diagrams and t-tests. Aggregated and single item 
comparisons are performed to investigate the differences 
between perceptions of Bar A and B customers, the 
differences between perceptions of satisfied and 
unsatisfied customers in each bar and to determine the 
effects of independent variables on satisfaction.
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The results of the factor analysis indicate that 
factor structure of emotions perceived by customers are 
unidimensional. According to Osgood's Theory (1969) 
semantic differential technique measures certain affective 
features of total meaning, and that is acknowledged to be 
closely related to the dimensions of emotion. The major 
components of meaning; evaluation, activity and potency are 
essentially identical to three dimensions of feeling which 
are pleasure, degree of arousal and dominance (Russell and 
Mehrabian, 1980). It can be expected that the customers and 
servers would be evaluated on two dimensions: one
reflecting pleasure dimension (loading on variables such as 
happy-unhappy, satisfied-unsatisfied etc.) and other 
representing degree of arousal dimension (loading on 
variables such as hot-cold, active-inactive, relaxed-not 
relaxed) (Havlena and Holbrook,1986). Although the findings 
are surprising in light of Osgood's theory, they are 
consistent with Russell's Circumplex Model of Affect Theory 
(1980). According to his model, scales of pleasure and 
arousal are moderately intercorrelated. The majority of 
emotion words used evaluate servers and customers in the 
present study fell in the category called contentment which 
is combination of high pleasure and low arousal. 
Furthermore, Russell states that ".... the context of the 
affective qualities attributed to places (relaxing, gloomy, 
etc.) did not cluster about the pleasantness or arousal 
axes (1980,p .1163). The present results somewhat support 
Russell’s studies.
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Although it is not significant, satisfied customers 
appear to feel better than the unsatisfied customers in 
both bars which is consistent with the predictions of the 
first hypothesis. The results suggest that the satisfaction 
of customers with the encounter is affected by the 
expressed emotions of servers in Bar B sample, and by the 
atmosphere of bars in Bar A sample supporting second and 
third hypotheses of the study, respectively. The 
statistical results are also confirmed with the qualitative 
findings. Qualitative results reveal that while Bar A 
customers emphasize the atmosphere of bars. Bar B customers 
emphasize friendly atmosphere and servers in their 
selection of a particular bar. The differences in the views 
of customers can be attributed to the differences in their 
demographic profiles. Compared to Bar A customers. Bar B 
customers are older and more educated. These differences 
may affect the expectations of the customers. However, the 
results raise some questions. If customers of Bar B 
consider friendly servers as the major factor that affects 
their satisfaction, then why do they prefer Bar B 44% of 
the time? The inconsistency leads us to consider the 
effects of the other uncontrolled variables such as price, 
quality of product, location of the bar, and music.
On the other hand, from the servers' points of view, 
the findings suggest that the servers' satisfaction with 
the encounter may be associated with their positive self­
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perceptions, perceptions with respect to emotions expressed 
by customers and atmosphere of bars. A controversy arises 
when the findings related to the influences of self 
perceptions of customers and servers on satisfaction are 
compared. However the differences can be attributed to the 
differences in degree of involvement of subjects. The 
servers are expected to be more involved to the interaction 
than customers. because it is part of their work role. 
Thus. a more strict relationship may be anticipated. 
Furthermore, the findings suggest that while Bar A servers 
consider the psychological aspects of the encounter as the 
most important factor that affect satisfaction. Bar B 
servers emphasize the technical aspects of the encounter 
such as service on time for customers and better 
accomodation for themselves. The differences in 
expectations of servers of Bar A and B (mainly due to the 
differences in demographic profiles of servers. Bar B 
servers being all male, younger and less educated than Bar 
A servers) result in differences in satisfaction with 
service.
Although the discrepancy between felt and expressed 
emotions by servers was expected to result in increased 
dissatisfaction of servers and in turn to affect the 
evaluation of encounter by customers, the differences 
between the self perceptions of Bar B servers and 
perceptions of Bar B customers do not seem to affect the 
satisfaction of servers negatively, on the contrary they
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Qi'e more satisfied than Bar A servers. Furthermore, they 
intentionally do not convey emotions believing that such 
expressions should not be a part of work role. According to 
the theory (Rafaeli and Sutton, 1985; Hoschschild, 1979), 
this is faking in bad faith. Those servers are expected to 
be dissatisfied since they are evaluated as poor employees. 
But contrary to predictions they are not dissatisfied with 
the functional part of the encounter. On the other hand, 
while better communicational relations exist between Bar A 
customer and servers from the perspective of customers due 
to the empathy between them (Wilkie. 1986). there is a 
consensus among Bar A customers and servers that servers 
fake in good faith which causes increased dissatisfaction 
of the servers with the functional part of the service 
confirming the predictions of the hypothesis. The high 
intra-role congruence between managers and servers of each 
bar might be more effective on satisfaction of Bar B 
servers compared to the Bar A servers.
Furthermore, the analysis of gender effects on 
perception of expressed emotions reveal that there is a 
relationship, although not significant, between gender and 
perceptions of servers’ emotions in Bar A sample. The 
significant differences in the perceptions of male and 
female customers of Bar B with respect to emotions 
expressed by servers, revealing lower rating by females, 
lead to significant differences in satisfaction and 
attitude between male and female customers. The reason for
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the difference between the results of two bars might be 
explained by speculating that females can be more sensitive 
than males if the role expectations are not fulfilled.
Although the data analysis does not show strict 
causality, this study is an important first step in 
exploring relatively new subject. The limited data suggest 
that "expressions of emotion" is perceived to be among the 
major attributes in addition to more tangible attributes 
such as price, quality of product, waiting time, music and 
atmosphere.
5.2. LIMITATIONS OF THE STUDY
The results of the study must be considered in light 
of some limitations. Although the results presented here 
are an important exploratory step in addressing the 
research question, further research using larger and more 
diverse samples is necessary. The unavailability of 
sufficient number of servers to conduct the hypothesis 
testing is the main obstacle of the study. Moreover, both 
bars are in the same socio-cultural environment. A more 
representative sample can be obtained using more diverse 
field sites.
Furthermore survey should be conducted more than twice 
in each bar to eliminate or keep constant the extraneous 
factors which might influence the variables. Personal in­
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depth-interviews with customers could provide more fruitful 
answers, however, that process is time consuming and 
personal interviews may violate the customer privacy in a 
bar, making the respondents reactive. In addition, effects 
of alcohol, social desirability effects, subjects 
deliberate or unintentional misevaluation of the emotions 
and effects of the particular scales provided to the 
subjects might have affected the results of the study.
5.3. CONCLUSIONS. IMPLICATIONS AND RECOMMENDATIONS
The findings indicate that the existence of a 
relationship between "expressions of emotion" and 
satisfaction with the service encounter. However, the 
results should be evaluated in light of limitations of the 
study. While the satisfaction of Bar B customers is 
affected by the emotions expressed by servers. Bar A 
customers' satisfaction depends on the physical and 
emotional atmosphere of bars. In both bars, satisfied 
cu.stomers appear to feel better than unsatisfied customers, 
although this difference does not reach significance. 
Although there is a high intra-role congruence between 
managers and servers in each bar with respect to role 
performances of servers and salient attributes for 
satisfaction of customers. Bar A servers emphasize the 
psychological aspects of the encounter, whereas Bar B 
servers consider the technical aspects of the encounter as 
more important in satisfaction of customers with the
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encounter. Thus there is an inter-role discrepancy between 
servers and customers in each sample. Although the inter­
role discrepancy and the differences between expressed and 
felt emotions of servers (faking in good faith) leads to 
the dissatisfaction of the servers of Bar B, the same 
argument is not supported by Bar B sample. Moreover, the 
effects of sex differences on perceptions of emotions are 
observed in Bar B sample, indicating that females of Bar B 
customers are less satisfied than the males due to the 
differences in their perceptions with respect to emotions 
expressed by servers.
Viewing the service encounter from the perspective of 
the emotions expressed suggests that organizations can 
benefit from the research capturing the complexities of 
emotional experience in service encounters. The results of 
the present study imply that although expressed emotions by 
servers and atmosphere of bars influence satisfaction of 
customers, the individual differences in the importance 
given to these factors, and the mediating influence of 
context (one bar, but not the other) must also be 
acknowledged. Thus, the management of the services should 
take advantage of the opportunities by influencing the 
perceptions of customers with respect to emotions expressed 
by servers and atmosphere of bars. Since many aspects of 
the physical surroundings are under managers' control, they 
can be used as tangible surragates for intangibles to 
influence the attitudes of customers (The present findings
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suggest that while Bar A customers prefer high quality, 
comfortable, and calming atmosphere. Bar B customers are 
satisfied with happy and friendly atmosphere). The present 
study, furthermore suggests that the customers may have 
different expectations from servers, such as friendly vs 
responsible, thus the management should develop interaction 
strategies which are appropriate to customers' expectations 
by teaching servers how to manage the emotional display.
The present study reinforces the recognized need for 
considerable future research to examine how customers feel 
and the relationship of feeling state by the satisfaction, 
and to determine the generalizabi1 ity of the findings.
In spite of the need for further empirical work, the 
present data indicate the importance of "expressions of 
emotion" in service encounters. Thus, management of 
emotional display by servers should be explored and 
findings should be assessed as a marketing strategy.
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APPENDIX A
QUESTIONNAIRE FOR CUSTOMERS
BU ARAŞTIRMA BILKENT ÜNİVERSİTESİ İSLETME FAKÜLTESİ 
YÜKSEK LİSANS ÖĞRENCİLERİNİN TEZ ÇALIŞMALARINA YARDIMCI 
OLMAK ÜZERE DÜZENLENMİŞTİR. BU ANKETİ CEVAPLANDIRMAK 
suretiyle BİLİMSEL BİR ÇALIŞMAYA KATKIDA BULUNDUĞUNUZ İÇİN 
TEŞEKKÜR EDERİZ.
1. Hep aynı bara mı gidersiniz?
Evet Neden?......... .
Hayır Neden?.........
2. Genel olarak bara ne kadar sık gidersiniz?
1 2 3 4+
Haftada - - - -
Ayda - - - -
Yılda - - - -
3. Bu bara ne kadar sık gelirsiniz?
1 2 3 4+
Haftada - - - -
Ayda - - - -
Yılda
4. En çok sevdiğiniz bar:
Neden?
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5. Burayı seçmenizin 
nelerdir?
değrisik nedenleri ve önem dereceleri
çok önemli önemli hiç 
önemli değil önemi yok
Tavsiye üzerine 
özel içki
Personelin sunduğu 
servis 
Değişik 1ik 
Genel atmosfer 
Diğer sebepler 
(Lütfen açıklayınız)
Lütfen 6 , 7, 8 , 9 ve 10 . soruları örneğe uygun şekilde
cevaplayınız:
1 2 3 4 5 (Kendinizi çok iyi hissediyor­iyi - - _ — — Kötü sanız 1 ‘in altını işaretleyin)
iyi - - _ _ _ Kötü (Kendinizi iyi hissediyorsanız
2 ’nin altını işaretleyin)
iyi - - — — — Kötü (Kendinizi fena hissetmiyorsa­nız 3'ün altını işaretleyin)
iyi - - _ — — Kötü (Kendinizi kötü hissediyorsanız4'ün altını işaretleyin)
iyi - - _ _ — Kötü (Kendinizi çok kötü hissediyor­sanız 5’in altını işaretleyin)
Burada kendinizi, nasıl hissediyorsunuz?
1 2 3 4 5
iyi - - - - - Kötü
Neşe 1 i - - - - - Neşesiz
Sıcak - - - - - Soğuk
Huzurlu - - - - - Huzursuz
Aktif - - - - - Durağan
Mut lu - - - - - Mutsuz
Şakacı - - - - - Somurtkan
Kaygısız - - - - - Tedirgin
Rahat - - - - - Rahatsız
Memnun - - - - - Pişman
Samimi - - - - - Ciddi
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Sizce yüzünüzün ifadesi su anda nasıl? Lütfen listedeki 
numarayı yazınız.
7. Buranın personeli;
1 2 3 4 5
Sorumlu _ _ _ _ _
Sakin - - - - - -
Gerçekten öyle
Konuşkan _ _ _
Güleryüzlü - - _
isinin ehli - - -
Samimi _ _ _
Kibar _ _ _
Aktif _ _ _
Mutlu _ _ _
Sıcak _ _ _
Neşeli _ _ _
iyi _ - _
Sorumsuz
Sinirli
Yardımsever - - - - -  Kaba
Suskun
Somurtkan
İsinin ehli deği1
Ciddi
Kaba
Yorgun
Mutsuz
So&uk
Nesesiz
Kötü
Sizce personelin yüzünün ifadesi su anda nasıl? Lütfen 
listedeki numarayı yazınız.....
8 , Sorumlu personel
İyidir - - - - -  Kötüdür 
Sakin personel
İyidir - - - - -  Kötüdür 
Yardımsever personel
iyidir - - - - -  Kötüdür 
Konuşkan personel
İyidir - - - - -  Kötüdür 
Güleryüzlü personel
iyidir - - - - -  Kötüdür 
İsinin ehli
İyidir - - - - -  Kötüdür 
Samimi personel
İyidir - - - - -  Kötüdür 
Kibar personel
iyidir - - - - -  Kötüdür
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Aktif personel
İyidir - - - - -  Kötüdür 
Mutlu personel
İyidir - - - - -  Kötüdür 
Sıcak personel
İyidir - - - - -  Kötüdür 
Neşeli personel
İyidir - - - - -  Kötüdür 
İyi personel
İyidir - - - - -  Kötüdür
9. Buranın genel havası; 
Sıcak - - -
Kaliteli - - - .
Rahat - - _
İyi - - - .
Mutlu - - - .
Samimi _ _ - .
Huzur verici - - - ·
Modern - - _ .
Romantik - _ - .
Canlı - - - .
Konforlu _ - - .
Soğuk
Kalitesiz
Rahatsız
Kötü
Mutsuz
Ciddi
Tedirgin edici 
Klâsik
Romantik değil 
Cansız
Konforlu değil
10 Sıcak bar
İyidir - - - - - Kötüdür
İyidir
Kaliteli bar
Kötüdür
İyidir
Rahat bar
Kötüdür
İyidir
İyi bar
Kötüdür
İyidir
Mutlu bar
Kötüdür
İyidir
Samimi bar
Kötüdür
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İyidir
Huzur verici bar
Kötüdür
İyidir
Modern bar
Kötüdür
İyidir
Romantik bar
Kötüdür
İyidir
Canlı bar
Kötüdür
İyidir
Konforlu bar
Kötüdür
11. Genel olarak bu bardan ne kadar memnunsunuz?
Çok memnunum - - - - -  Hiç memnun değilim 
Bu bar çok iyi - - - - -  çok kötü
1 2 .
Yasınız
Cinsiyetiniz
20-30 30-40 40—50 50 ve daha fazla
Kadın — Erkek —
öğrenim Durumunuz : 1İkokul Ortaokul Lise Üniversite
İ s i n i z  :
Oturduğunuz Ev : Semt Kaç oda (Mutfak
banyo hariç)
13. Aşağıdaki kelimeler size neyi çağrıştırıyor? Lütfen en 
az beş kelimeyle açıklayınız.
Bar.....................................................
Garson..................................................
İ ç k i .........................................................................................................................................
Gülümseme............................... ...............
İyi servis..............................................
Kalite..................................................
Müşteri.................................................
Kötü servis.............................................
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14. "Buraya bir daha gelmem" dedirtecek kadar kötü bir 
anınız oldu mu? (Başka bir bar da olabilir) Lütfen burada 
mı yoksa başka barda mı olduğunu belirterek anlatınız.
15. "Hep buraya gelmek istiyorum" dedirtecek bir anınız 
oldu mu? (Başka bir bar da olabilir) Lütfen burada mı 
yoksa başka barda mı olduğunu belirterek anlatınız.
16. Burada değiştirmek istediğiniz veya olmasını 
istediğiniz birsey var mı?
BU ÇALIŞMAYA GÖSTERDİĞİNİZ İLGİ VE YARDIMLARINIZ İÇİN 
TEŞEKKÜR EDERİZ
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APPENDIX B
QUESTIONNAIRE FOR SERVERS
BU ARAŞTIRMA BILKENT ÜNİVERSİTESİ ISLETOE FAKÜLTESİ 
YÜKSEK LİSANS ÖĞRENCİLERİNİN TEZ ÇALIŞMALARINA YARDIMCI 
OLMAK ÜZERE DÜZENLENMİŞTİR. BU ANKETİ CEVAPLANDIRMAK
suretiyle bilimsel
TEŞEKKÜR e d e r i z.
BİR ÇALIŞMAYA KATKIDA BULUNDUĞUNUZ İÇİN
1. Hep aynı bara mı gidersiniz?
18-25 25-30
Yasınız : - -
Cinsiyetiniz 
öğrenim Durumunuz
30 ve daha fazla
Kadın —
İlkokul Ortaokul
Erkek —
Lise üniversite
2. Misafirlerinizle aranızda çıkan problemler en çok neden 
kaynaklanıyor?
3. Misafirlerinizi en çok memnun eden unsurlar nelerdir?
4. Misafirlerinizle 
unsurlar nelerdir?
iletişim kurarken dikkat edilecek
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Lütfen 5, 6 ve
cevaplayınız.
i y i - - - - -
i y i - - - - -
i y i - - - - -
lyi - - - - -
Iyi - - - - -
D .
iyi - -
Mutlu - -
Memnun - -
Sakin - -
Huzurlu - -
Sıcak - -
Neşe i i - -
Samimi - -
Güleryüzlü - - - -
Konuşkan _ _ - -
"Bu is bana göre" - -
7. soruları örneğe uygun şekilde
Kötü (Kendimi çok iyi hissediyorum)
Kötü (Kendimi iyi hissediyorum)
Kötü (Kendimi fena hissetmiyorum)
Kötü (Kendimi kötü hissediyorum)
Kötü (Kendimi çok kötü hissediyorum)
kendin izi nasıl hissediyorsunuz?
-  - Kötü
_ _ Mutsuz
-  - Pişman
-  - Sinirli
-  - Huzursuz
-  - Soğuk
-  - Nesesiz
—  — Ciddi
Somurtkan
Suskun
- - "Dahaiyi bir is olabilir"
6 . Misafirleriniz genel olarak;
Sıcak
Neşe 1 i
Mut lu
Huzurlu
Samimi
İyi
Kibar
Şakacı
Memnun
Rahat
Soğuk
Neşesiz
Mutsuz
Huzursuz
Ciddi
Kötü
Kaba
Somurtkan
Pişman
Rahatsız
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7. Buranın genel havası; 
Sıcak _ _ _
Kaliteli - - -
Rahat _ _ _
iyi _ _ _
Mutlu _ _ _
Huzurlu _ _ _
Samimi _ _ _
Huzur verici - - -
Modern _ _ _
Romantik _ _ _ .
Canlı _ _ _ -
Konforlu _ _ _ .
- Soğuk
- Kalitesiz
- Rahatsız
- Kötü
- Mutsuz
- Huzursuz
- Ciddi
- Tedirgin edici
- Klâsik
- Romantik değil
- Cansız
- Konforlu değil
8 . Aşağıdaki kelimeler size neyi çağrıştırıyor?
Lütfen en az 5 kelimeyle açıklayınız.
Bar.....................................................
Garson..................................................
Gülümseme...............................................
iyi servis..............................................
Misaf ir.................................................
Kalite..................................................
9. Daha "huzurlu" ve "verimli" olabilmeniz için çalışma 
ortamınızda değiştirmek istediğiniz bir sey var mı?
1 0 . Elinizde olsa misafirlerinizin bazı davranışlarını 
değiştirmek istermiydiniz? Nasıl ve hangi yönde?
BU ÇALIŞMAYA GÖSTERDİĞİNİZ İLGİ VE YARDIMLARINIZ İÇİN 
TEŞEKKÜR EDERİZ
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